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SOCCER EN SORE ETE EE Oe 


Schoolboys read Punch — and we are not speaking of those who seize the ta a 
parental copy during the holidays. Punch, as we know from our own enquiries, is taken 
regularly in the leading Schools and read, either openly, or beneath the lids of desks, 
or by those who prefer to swing from trees (see above, right). And Schoolboys grow up, 
the Punch habit established, and become buyers of wines and spirits, socks and shirts, 
motor cars, etc. and take a specialised interest in such things as hypodermic 
needles, fork-lift trucks, paper sacks, typewriters or industrial 

chemicals — al! of which are advertised to those who 


READ PUNCH 


John L. Verrinder, Advertisement Manager, * Punch’, 10 Bouverie Street, London, E.C.4. CENtral 9161 
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ADVERTISER'S WEEKLY 


TV can never 
replace press ads, 


Sik,—In view of the wide 
interest shown in the possibility 
of television advertising in this 
country and of the many diver- 
gent Views as to the effect which 
this may have on the newspapers, 
the following facts drawn from 
American experience may be of 
inierest: 

American advertisers continue 
to put more money into news- 
papers than into any other 
medium, In fact, five times as 
much advertising expenditure 
goes into newspapers as _ into 
television; in 1952 advertising 
expenditure in newspapers was 


IN THIS ISSUE— 
Survey of Far East markets— 
page 514, 

NEXT WEEK: Market Survey 
of Yorkshire. 


up by over $200 million over 
1951, and this was the largest 
increased expenditure shown by 
any type of advertising medjum. 
Television, of course, cuts into 
people's reading time, but that this 
has not greatly affected the news- 
papers is shown by a recent sur- 
vey carried out by one of the 
leading American advertising 
agencies. ‘This showed that the 
average reader in a non-1V home 
spent 40 minutes reading a morn- 
ing newspaper, compared with 37 
minutes for the average reader 
in a ITV home. The same sgur- 
vey showed that 93 per cent of 
people in TV homes read Sun- 
day newspapers and 92 per cent 
read weekday newspapers, where- 
as 87 per cent of the people in 
IV homes view television. 
There can be no doubt that 
there is very little objection on 
the part of readers of newspapers 
to the advertisements, and the 


To The Editor... 


majority of readers find that they 
add value to the publication, 
while in the case of both radio 
and television a substanual num- 
ber of people wouid preter the 
programmes without advertising. 
One survey recently carried out in 
the United States showed that 
whereas over 90 per cent of the 
people questioned preferred news- 
Papers to carry advertising, over 
60 per cent of them would rather 
have their radio and television 
without advertising if they had 
the option. The people questioned 
were housewives. 

The object of this letter is not 
to belittle television advertising, 
which has already proved its 
value in the United States. It is 
intended merely to illustrate the 
truth that television is yet another 
addition to the many forms of 
advertising media which can 
effectively be used to complement 
newspaper advertising but which 
can never replace it. 


FRANK J. LEVENS. 
Joshua B. Powers Ltd. 


On the trail of 


the sporran 


Sir,—I noticed (A.W., February 
149) that reference was made to a 
scheme operated by Weston- 
super-Mare for the purpose of 
contacting natives of the town 
now living in various parts of the 
world. 

This is really no longer an 
innovation, since it has been 
operated on behalf of Aberdeen 
for over three years. We have at 
the present time, a formidable 
list of Aberdonians living in 
every country of the world, the 
names being taken in the first 
instance from Caledonian and 
Clan Societies of which there are 
several hundred in existence. 
Thereafter, applications for inclu- 
sion on our register came in 
rapidly and still continue to do 
so. 
In addition to sending illus- 
trated and up-to-date matter con- 
cerning this resort, we publish a 
quarterly eight-page booklet 
called the Overseas Aberdonian. 
The paper provides current news 
concerning the city, with details 
of forthcoming attractions for 
the tourist, and also information 
concerning the city’s industrial 
activities. Spread among these 
Aberdonjans all over the world, 
this publication provides excel- 
lent publicity for our city as a 
tourist centre. 


Publicity Officer, 
Aberdeen. 


H. WEBBER. 


Issue on which 
agencies must be 
strong 


Sirn,—The volume and quality 
of the correspondence you have 
received concerning agency com- 
mission and agency-cient rela- 
tionships indicates their present 
importance to those engaged in 
adverusing. 

It seems that the agency has to 
be strong in these matters if the 
client is to receive the best pos- 
sibie service and advice from his 
agency. ‘lhe advertising agency 
as a whole needs to develop a 
stronger responsibility towards 
the cuent if it 1s going to com- 
mand professional respect. 

The “circulation tacts and 
figures” debate has reached the 
headiunes again, 1 see, and true 
to his principie of letting “no- 
body know nothing” the letter by 
a lrade Paper Puolisher (March 
5) cloaks his mistaken arguments 
in anonymity, 1 have waged a 
running bathe with advertisement 
managers and circulation mana- 
gers tor a long ume now in the 
hope that | am adding my voice 
to a chorus of dissentients. Most 
agencies and several advertising 
departments have their specialist 
Space-buyers these days. Does 
‘Trade Paper Publisher really be- 
lieve that these people are quite 
stupid—completely incapable of 
judging a publication on its 
merits whether certified circula- 
tion figures are given or not? If 
facts and figures are not supplied 
then guesses ensue, and the odds 
are that they will not do credit 
to the publication with an anony- 
mous Circulation, 

I support Alan Betts’s plea that 
the root cause of these difficul- 
ties, inadequate payment to the 
agency for work done on behalf 
of the client and the media he 
uses, should be discussed and 
settled at the earliest possible 
opportunity. The Eastbourne 
Conference would provide an ex- 
cellent plattorm for initiating 
solutions to these problems. 

DouGLas N, PYECROFT. 
Anerley, S.E.20. 


Coupon response 


Sir,—The recent double page 
spreads in ADVERTISER'S WEEKLY 
showing reader response to adver- 
tisements inserted in the Radio 
Times have been of great interest, 
especially the graphs showing 
effective life and peak response 
periods. 

In my study of media I have 
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been attempting to assess the rela- 
tive merits and pulling power of 
“coupon response” inseruons in 
page form as against loose insets 
of either paper or board slipped 
in after printing. 

It is my opinion that such an 
inset, produced in full colour and 
placed between the pages of either 
a monotone or two-tone maga- 
zine, has half a league start on a 
full page in the same magazine 
where impact is concerned, but 
may lag behind in effective life. 

Has anyone ever measured, and 
compared statistically, the life and 
reader response to these two 
methods ? 

MEDIA STUDENT. 

(Name and address supplied.) 


Labels 

Sir,—The recent correspon- 
dence on banknotes in advertis- 
ing and an instance quoted of 
orange-wrappers being passed as 
money by coloured seamen, 
interested me. 

A story used to be current in 
the Royal Navy, in which I 
served, of our seamen carefully 
cutting out and bundling labels 


More letters on page 516 


of Nestlés “Ideal” Milk tins and 
using these to make purchases at 
North Western Russian ports. 

These labels had a curlicue- 
cum-legal aspect, and in quantity 
I can well imagine them giving a 
first impression of currency to the 
unsuspecting and ignorant. 

A. M. PENNEY. 

16 Fairview Way, 
Edgware. 


Conurbation 


Sir,—If Mr. McKenna (Febru- 
ary 19) suggests a better word 
than “conurbation” for the pre- 
cise concept it covers, I feel sure 
business statisticians and econ- 
omists will be glad to use it. 

JOHN MASON. 
40 Berkeley Square, 
London, W.1. 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Walkers | 


(Showcards) 
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G. F. Allen 


Every year 12,000 properties are offered for sale in COUNTRY LIFE. Each sale (and there 
are a great many every week to COUNTRY LIFE readers) creates an ideal opportunity for 
advertisers of quality domestic equipment. Readers of COUNTRY LIFE spend liberally on these 
new homes. But what is more important, they see advertisements for household equipment in 
COUNTRY LIFE at the crucial time of planning and purchase. No other journal opens up 
so many new sales prospects for household equipment every week in this exclusive market. 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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ADVERTISEMENT. 
WILL START 


HER THINKING 


She turns to 

WOMAN’S ILLUSTRATED 
every week for advice 
and is quick to respond to 
a good idea. 


Win her goodwill by advertising 
in WOMAN’S ILLUSTRATED. 


At £300 per page 
(11/1d. per thousand) it is 


the cheapest medium 
in its field. 


AN A.P. PUBLICATION 


Rees 
2 odin a 


A. W. BURNETT Jo > ~ THE AMALGAMATED PRESS LTD., 
Advertisement Director # TM THE FLEETWAY HOUSE, LONDON, E.C.4 + CENtral 
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CHLOROPHYLL: ADVERTISING 
ASSOCIATION TALKS TO-DAY 


‘Birmingham Post’ pinpoints 
the copy problems 


‘HLOROPHYLL will come under discussion when 


Advertising Association 


Advertisement Investigation Department meets to-day (Thursday ) 
director of 


the 
committee controlling the 


under the chairmanship of Leslie W. Needham, 


advertising, Express group. 

Reference is expected to be 
made to a report in the British 
Medi al Journal describing a 
series of experiments with chloro- 
phyll. 

Ihe chemic!t who made the tests 
said a smelly gas was used, and 
when exposed to. chlorophyll 
there was no removal of the gas 
or the smell even when the gas 
was left in contact with the 
chlorophyll for three days. Mix- 
tures of chlorophyll and various 
strong-smelling solutions were 
still smelling even after an expo- 
sure of three or four months. 

[rials tn human subjects in 
which up to 25 times the recom- 
mended dose of chlorophyll was 
taken failed to show improve- 
ment in the presence of certain 
early identified smells, the 
Journal's report stated. 


Press treatment 


The report was mentioned in 
The Times and given half a 
column in the Manchester Guar- 
dian under the heading: “Chloro- 
phyll: A Myth.” 

[he Birmingham Post drew 
attention to the conflict between 
the chemist’s findings and the 
claims in advertisement copy. 

The longest report was in the 
New York Times, especially in 
its New York editions, under the 
heading: “Chlorophyll Fails in 
Deodorant Test.” 

John D. Hillaby, noted science 
writer, discussed chlorophyll] in 
the B.B.C. “Woman's Hour” pro- 
gramme on Monday. After refer- 
ring to the experiments reported 
on in the British Medical Journal 
he said: “It remains to be seen 
if this chemist can be proved to 
be wrong.” 


®@ Continued on page 473 


| J iA el 
ADS. WITH, 
’ . . 
THE LYONS 
lo-morrow (Friday) the Daily 
Sketch will carry a double-page 
spread of advertisements tieing 
up with the Daily Mail Idea! 
Home Exhibition. Twelve adver- 
tisers will be represented and each 
ad. will feature Ben Lyon and 
his family visiting the exhibition. 

A similar scheme, but confined 
to one page with six advertisers, 
has been arranged for next week, 
when Ted Ray will be featured. 

Yesterday (Wednesday) the 
Daily Sketch ran the first of a 
series on holiday resorts, at home 
and overseas. 

A whole page was devoted to 
Lynton and Lynmouth. The 
editorial was accompanied by a 
two-column ad. for Lynton and 
Lynmouth Hotels and Guest 
Houses Association listing over 
fifty members who “can be 
thoroughly recommended.” 


John Pearce joins 
CPV board: tlulton 


account to JWT 


John Pearce, a director and 
general manager of Hulton 
Press until the big shake-up 
in that company in January, 
is to join the board of adver- 
tising agents Colman, Prentis 
& Varley at the beginning of 
May. 

This was announced yesterday 
(Wednesday) only a fev: hours 
before Hulton’s issued a 
statement that their advertis- 
ing account—at present with 


Colman, Prentis & Varley— 
will be handled by the J. 
Walter Thompson Co. as 
from July 1. 

This arrangement excludes 
“The Farmers Weekly,” 
which is handled by W. S. 
Crawford Ltd. 

It was announced exclusively in 
“Advertiser's Weekly” last 
week that the Hulton account 
was to move, 


Northern ad. chief 

’ 

fr “Daily Sketch 
F. E. James, previously 
aan advertisement manage! 
Continental Daily Mail has been 
appointed northern advertisement 
manager of the Daily Sketch, 
operating from Northcliffe House, 

Manchester. 


Hewitt leaves 


H.O.B.M. 


Anderson F. Hewitt is resigning 
from Hewitt, Ogilvy, Benson & 
Mather Inc., New York, of which 
he has been chairman, The 
resignation is said to be due to 
disagreement on policy. David 
Ogilvy continues as president 
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PUBLIC INQUIRY ON TUESDAY 


— objections to the Westminster City Corporation’s 
ban on signs in Trafalgar Square have been registered for the 
public inquiry to be held at Westminster City Hall next Tuesday, 


March 17. 


Twelve sites are 


involved, the appellants representing 
advertisers, their agents, and site owners. 


It is still possible for 


appeals to be withdrawn, before the hearing. 

Presiding over the inquiry will be A. D. Parham, Ministry of 
Housing and Local Government inspector, As it is not uncommon 
for an inspector to take as long as three months to announce 
his decision, it is possible that Trafalgar Square signs will be seen 
during the Coronation period, whatever the result of the hearing. 


‘Sign men have added to 
beauties of Westminster’ 


The Mayor of Westminster, 
guest of honour at the annual 
dinner of the Master § Sign 
Makers’ Association, heard an 
oblique reference to Westminster 
City Corporation’s ban on many 
signs in Trafalgar Square. 

It was made by C. E. Hobden, 
national president, who claimed 
that the City of Westminster 
contained many of the finest 
examples of the sign maker's 
skill, for instance in Piccadilly 
Circus and Leicester Square. 

Amid laughter, he added: 
“You will observe, Mr. Mayor, 
that | am deliberately not men- 
tioning the other Square—-but it 
has a Gallery on the north side 
and Whitehall on the south!” 

In three months’ time, he con- 
tinued, the eyes of the whole 
world would be focused on 
Westminster. It would become a 
picture of beauty, colour, and 
decoration, most of which was 
being provided by members of 
the Association, 


Silver medal 


Mr. Hobden also mentioned 
that the Sayer Medal, for out- 
standing service to the industry, 
had been presented to H. A. 
Hawkes, president of the Asso- 
ciation, 1949-51. 

That the Association in now 
fully competent to negotiate on a 
national basis was claimed by 
K. J. Oldham, a past president, 
who, in the absence of Mr. 
Hawkes now recovering from an 
illness, proposed the toast of the 
Association. Since it had been 
formed in 1918, he said, an in- 
dustry that had consisted of a 
number of individual craftsmen 
rather mistrustful of each other 
had now become an organised 
body, headed by the Association. 

The good relationship with sis- 
ter organisations in the outdoor 
advertising industry had been 
amply shown by their joint efforts 
over the last six years in success- 
fully fighting restrictive legisla- 
tion. The Association had 
also tried to stabilise relations 
between master and man. Since 
1946 it had gone a long way to- 


wards having a settled industry 
on the trade union and labour 
side generally. The Association 
also velieved in fostering tech- 
nical developments. 

Of its success as a national 
body there could be no doubt, 
claimed Mr. Oldham. Its mem- 
bership embraced most of the re- 
putable sign makers in the 
country. It was proud of the fact 
that it did not interfere in prices. 
“We have no form of price con- 
trol and we do not intend to have 
one,” he said, 


Excellent relations 


Mr. Oldham concluded with a 
warm tribute to Mr. Hobden for 
his devoted work for the Associa- 
tion. 

R. F. Hall, a national vice- 
president, in proposing the toast 
of the visitors, referred to the 
Association's excellent relations 
with the British and London 
Poster Associations, the Solus 
Outdoor Advertising Association, 
and the Outdoor Advertising 
Industry Advisory Committee. 

The Mayor of Westminster, 
Lt.-Col. H. Norman Edwards, 
responding, said that there must 
be tens of thousands of examples 
of the work of members of the 
Association in the streets” of 
Westminster. 

Mrs. Alan Humby, 
guest, also responded. 


Loyal tribute 


During the singing of the 
National Anthem, the lights were 
lowered and a suspended Union 
Jack was pulled aside to reveal a 
fine illuminated portrait of Her 
Majesty. E. W. Shurly (of Harris 
the Sign King), a national vice- 
president, was warmly thanked by 
the president for this contribu- 
tion. 

Others who received tributes 
for their work were, P. E. Hall, 
secretary of the Association, and 
the social committee who had or- 
ganised the dinner: C. F. Harris 
(chairman), J. H. Coatts, R. A. E. 
Cook, A. E. Knight, and R. F. 
Hall. 


another 


The third advertisement in the 
Hawker Siddeley Group's series 
“In Defence of Freedom” which 
appears in “The. Times’ to-day 
(Thursday). 


Lords’ committee 
named 


The select committee of the 
House of Lords which will con- 
sider the Parliamentary Bill pro- 
moted by the outdoor advertising 
industry to end “dual control” in 
Manchester will be: Lord 
Merthyr (chairman), Lord Hamp- 
ton, Lord Hardinge of Penhurst, 
Lord Ashton of Hyde, and Lord 
Noel-Buxton. The hearing starts 
on Tuesday. March 24, 

. 
‘Take a holiday’ 
.* 
campaign urged 

A Government-sponsored ad- 
vertising scheme to encourage 
people to take an annual holiday 
to safeguard their health and so 
save money on ‘the naticnal 
health services, was advocated by 
David Trotter, publicity manager, 
vt the annual meeting of the 
Bridlington Hotel and Boarding 
House Association 
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18 object to Trafalgar Square signs ban 


orry, Grandma 


“we 


Hawker Siddeley Group 


gts -nemniae penne ietnres «orm ost 
porreenere coxemnnsme > Sly wets oe 


Freedom series 
cited as ‘fine 
advertising’ 


the best example 
current of fine advertising” is 
how a lecturer at Cambridge 
University described to _ post- 
graduate students the Hawker 
Siddeley Group’s “Defence of 
Freedom” series. 

In addition to The Times, full 
pages are being used in /Ilustrated 
London News and The Econ- 
omist, and in Time, Life, and 
Newsweek international editions 
including South America, 

“The series offers an unusual 
approach for this type of client 
and it seems to have come off 
very well,” says Patrick Dolan, 
of Dolan Davis Whitcombe 
Stewart, the agents. 

“What we are seeking to do is 
to dramatise not only the need 
for rearmament to strengthen the 
free world, but also to explain 
in human terms the reason for the 
heavy cost. Each ad. winds up 
with a quiet reference to the 
part the Hawker Siddeley Group 
is playing. 


“Perhaps 


Promotion schemes for 


WOOL on) FIBRES a 


budget 


A record sum will be spent this 
year by the Australian Wool 
Board on a world-wide publicity 
campaign emphasising the merits 
of wool. 

This decision was taken in view 
of the enormous expenditure on 
publicity by manufacturers of 
synthetic fibres. 

The campaign will extend to 
18 countries with special emphasis 
on North America. It will be 
conducted through the _ Inter- 
national Wool Secretariat, At the 
wool growers’ request, the levy 
for publicity has been doubled 
this year to 4s. a bale, increasing 
the board’s income to £A4700,000. 
The Commonwealth Government 
is supplementing this with a vote 
of £A2.750,000. 


plan 


One of the tasks of an In- 
ternational Congress of Syn- 
thetic Fibres and Textiles, to be 
held in Paris next year, will be 
to find a way to co-ordinate the 
international promotion of man- 
made fibres. 

Decision to hold the Congress 
was taken in London last week 
at a meeting of the management 
committee of the International 
Rayon and Synthetic Fibres Com- 
mittee. Nearly every European 
country Was represented and 
delegates visited an exhibition 
illustrating the extensive coverage 
of the rayon campaign recently 
launched in this country. 

The International Congress will 
be held from May 31 to June 3 
next Year. 
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Conference designed for public relations 


First speakers are named for Eastbourne 


Scope for the 
critics 
THIS 


More audience 
participation 


YEAR THE ANNUAL CONFERENCE OF THE 


ADVERTISING ASSOCIATION AT EASTBOURNE WILL BE A 
STOCK-TAKING CONFERENCE. 

When delegates meet at the Winter Garden, Eastbourne, they 
assist advertising to take stock of its position in the world of 
affairs and development, in modern society and ideas, says the 


Conference chairman A. Everett Jones. 


progress over the last 50 years. 

They will hear it discussed by 
a member of the Government and 
of the Opposition, They will 
watch it probed and assessed 
from the angle of the scientist, 
the artist, the clergyman, the 
educationist and other critics. 

At the Advertising Association 
headquarters on Monday, Mr. 
Everett Jones said that the Con- 
ference was designed primarily 
for public relations, to present 
advertising in its widest sense 
through the platform of the press. 
This year, no single theme pre- 
sented itself, but a number of 
issues of probably long-term 
importance could be discussed 
with profit. 


Among these questions, said 
Mr. Everett Jones, were: 
The Government view on 


economic trends, and the effect 
the Labour Party’s new policy 
might have on consumer demand. 

The effect of taxation and 
financial control on the forma- 
tion of new companies. Will the 
number of advertisers remain 
static—or even fall? 


Enterprise and expenditure 


Expenditure on advertising—is 
the accountant’s influence on 
business favourable to the spirit 
of enterprise? 

The effect on advertising of the 
rapid expenditure of our stocks 
of raw materials. 

The effect on advertising of 
new inventions—detergents, jet 
aircraft, new drugs, labour-saving 
devices. How far will this trend 
continue? 

And finally, is advertising too 
refined, or too vulgar? What is 
the prover marriage between taste 
and efficacy? 

There will be eight sessions. 
Four of these will be run by dele- 
gates for delegates: including a 
debate: a form of brains trust; 
and a new feature. “We Saw It 
Grow,” which will be a sym- 
posium of four people who en- 


tered advertising at various times 
between 1910 and the present 
day. 


The general programme, with 
some of the speakers, is as fol- 
lows: 

Thursday evening: Reception 
by the Mayor and Corporation in 
the Winter Garden. 

Friday mornine: “Advertising 
in the World of Affairs.” A 
Government sneaker (name to be 
announced); H. Nutcombe Hume, 


They will review its 


chairman, Charterhouse  Invest- 
ment Trust. 

Friday afternoon: “Advertising 
in the World of Development.” 
Opposition speaker (name to be 


announced); Mrs. Mary Adams, 
Director of Talks, B.B.C. Tele- 
vision 


Friday evening: Debate (theme 
not yet decided), arranged by J 
Rosswick (Daily Herald). 

Saturday morning: “Advertis- 
ing in Modern Society.” Rev. Dr. 
W. E. Sangster, minister, Central 
Hall, Westminster, and ex-presi- 
dent, Methodist Conference; J. 
Newsom, Director of Education, 


Hertfordshire County Council; 
and a scientist. 

Saturday afternoon: “Adver- 
tising in the World of Ideas.” 


Stephen Potter, author and critic; 
E. §S. Turner, author of The 
Shocking History of Advertising; 
. M. Richards, joint editor, 
Architectural Review, Royal Fine 
Art Commission. 

Saturday (after tea): a form of 
Brains Trust under the direction 
of Clifford Bloxham, chairman, 
Advertising Creative Circle, 

Sunday morning: A discussion 
on “The Future of the Advertis- 
ing Association.” Is the Asso- 
ciation keeping pace with the 
changes and requirements of 
organised advertising? 

@ “Advertiser's Weekly” is con- 
ducting an opinion poll to find 
out what sort of conferences ad- 
y oe people prefer. See page 


aa 
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‘Mail’s’ first full 
page since 1939 


The “Daily Mail” will carry its 
first full page ad. since 1939 to- 
morrow (Friday). Two ten-page 


issues are being published this week 
—the largest since the beginning of 
the war. Cost of the full page is 
£3,750, but the space is only being 
made available when it is possible 
to run a ten-page issue—and that is 
only on “rare occasions.” 

W. H. Gollings & Associates Lid. 
have booked the space for Stergene. 
Reprints of the ad, reproduced here, 
have been 
over the country for use as window 
bills or for interior displays. 


mailed to retailers all’ 


Publicity plea 


for ‘kite mark’ 


Addressing the Northern Area 
Council of the National Associa- 
tion of Retail Furnishers, at 
Leeds on Tuesday, Arthur Robin- 
son, a director of William Rhodes 
Ltd., makers of Somnus Bedding, 
made a special appeal to retailers 
to publicise the “kite mark” on 


“The only thing lack- 
ing to nae the scheme perfect is 
more publicity.” 

This must come from the bed- 
ding manufacturer or the retailer. 


£1,000 a month 


prize money 


Radio Luxembourg plans to 
give away £1,000 a month in 
prize money in the English trans- 
missions as part of a promotion 
scheme designed to run through- 
out the coming summer. The 
scheme will start in the middle of 
this month and continue until the 
end of July. 

The object is to maintain 
listener interest in the Radio 
Luxembourg English transmis- 
sions during a_ period when 
fistenership to radio generally 
falls off. The promotion will take 
the form of competitions, in the 
main built around sponsored 
programmes. 


NEW BRAINS-TRUST TECHNIQUE AT 
PUBLIC RELATIONS CONFERENCE 


A new technique is to be em- 
ployed at the annual weekend 
conference at Hastings of the 
Institute of Public Relations, 
from aaa May 8 to Sunday, 
May 1 

Theme for the conference will 
be—"Public Relations—Its Pur- 
os Practice and Problems in 

arious Spheres.” Each session 


The approved Souvenir Programme of the Coronation, 
published by King George's Jubilee Trust on May 12, is being printed by 


Odhams Press Ltd. 
off the press, 


Ernest Wallcousins, inc orporates the Royal coat of arm. The 
of the Souvenir Programme will be sold at 2s. 6d. 


The embossed vellum-type cover, 
is being printed in four colours and gold. 


which will be 


shown here coming 
The design, by 
home edition 


will deal with a different sphere, 
industry, the public services, pro- 
fessional and trade associations, 
and consultancy 

The paper of each principal 
speaker (practising in the parti- 
cular sphere) will be circulated in 
advance and will, therefore, only 
be introduced briefly. On the 
platform there will be a represen- 
tative of employers of P.R.O.s in 
the sphere concerned who will 
comment. In addition, the chair- 
man fyr each session has been 
selected for specialised knowl- 
edge. In this way each session 
will be provided with a brains- 
trust and the maximum time will 
be given for provocative discus- 
sion. 

A film show, a visit to Glynde- 
bourne, and other social relaxa- 
tions are also being arranged for 
the weekend. 


HOT NEWS 


Publishing an advertisement 
from the North Western Gas 
Board announcing an increase in 
the price of gas, the Middleton 
Guardian criticised the Board in 
a leading article—reminding them 
that the price of their advertise- 
ment had not gone up. It cost 
just the same as it would have 
done 25 years ago. 
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AA—IIPA education talks 


are now in progress 


Steps are already being taken 
to bring about that closer liaison 
between the Institute of Incor- 
porated Practitioners in Advertis- 
ing and the Advertising Associa- 
tion, in educational matters, 
advocated by the Editor of 
ADVERTISER'S WEEKLY in his 
recent articles. Nothing in the 
nature of joint control of exam- 
inations, however, is at present 
contemplated, 

FE. Ward Burton, 
LIL.P.A., education committee, 
who was to have contributed a 
further article on the Institute 
point of view, writes: “Events 
have moved much more rapidly 
than I could have forescen. 

“During last week I was pre- 
sent at an informal meeting be 
tween representatives of the 
Advertising Association and of 
the Institute and we found it pos- 
sible to reach agreement on cer 
tain proposals, which go some 
way to meet one of the sugges- 
tions you put forward in your 
own excellent series of articles. 

“You will appreciate, I know, 
that developments of this nature 
must go before the appropriate 
committee of the two bodies 
before any statement can be 
issued. I very much hope that 
it will soon be possible to issue 
such a statement. In the mean 
time I feel that I must not pre 
judice the discussion in any way,” 

It is hoped to publish an 
article by Mr. Ward Burton at 
a later stage. 


Problems of 
technical ads. 


The relationship between the 
advertising agent and the adver- 
tising manager was discussed 
from two different standpoints at 
a meeting of the Incorporated 
Advertising Managers’ Associa 
tion at the Waldorf Hotel, 
London, W.C.1. 

Mr. Rowlinson, of Rowlinson 
& Broughton, an agency specialis- 
ing in technical advertising, 
dealt with their particular prob 
lems and emphasised the need 
for the closest co-operation to get 
good results. Some members felt 
that more time was absorbed in 
planning through an agency than 
when one’s own facilities were 
used: others pointed out that an 
agency had specialists to do the 
detail work. 

P. de Peterson, of the J. Walter 
Thompson Co., Ltd., then dealt 
with the considerable skill and 
experience which a big agency 
could bring to bear on the prob- 
lems of the large manufacturer 
of consumer goods 

A lively discussion followed 
and it was agreed that while the 
advertising manager would have 
a more intimate knowledge of 
the product and its special sel! 
ing problems, the agent had a 
great deal to contribute, 


* — Agency Service 


chairman, 


salesmen 


fhe importance of initial and 
follow-up training for sales repre- 
sentatives was stressed by Bryn 
Lewis, sales promotion manager, 
Tyresoles Ltd., in a talk to Bristol 
branch of the Incorporated Sales 
Managers’ Association. He gave 
a case history of the operations of 
his firm. Basic sales training was 
the first item on the list, he said. 
This was followed by periods in 
the works and offices, and prac- 
tical assistance from the sales 
managers. The entire field force 
was drawn in at least once a year 
for refresher courses, dealing with 
the higher arts of selling, ‘The 
numbers drawn in at any time 
were limited, and the courses were 
conducted on discussion group 
lines. 

Each sales team was also en- 
couraged to get together with its 
sales manager as frequently as 
possible. Meetings were often or- 
ganised to facilitate interchange 
of ideas, experiences, and know- 
how. Sales managers’ conferences 
were also organised. 

. 

Book offer to win 

new readers 

Non-subscribers to Reader's 
Digest are being offered a 280- 
page copy of a Reader's Digest 
Companion, providing they take 
out a year’s subscription to the 
magazine at the normal rate of 
18s 

The 
direct 
country. 


offer is being made by 
mail throughout _ the 

In addition to special- 
ised lists of people such as 
dentists, engineers, and clergy. 
names of non-subscribers have 
also been taken from telephore 
directories. 

The publishers state that the 
Reader's — Digest’ Companion, 
which includes 70 of the best 
articles from Reader's Digest as 
well as nearly 50 illustrations in 
colour, would normally sell at 
10s. 6d. 

New subscribers are given the 
opportunity of receiving Reader's 
Digest direct or through their 
newsagent. 


PR men to discuss 
problems at lunch 


Members of the Institute of 
Public Relations who are indepen. 
dent operatives, or in advertising 
agencies, have decided to hold 
quarterly luncheons to provide a 
forum for discussion of problems 
of common interest. 

The first of these lunches will 
be on Wednesday. April 1 at the 
Shaftesbury Hotel, London. Dis- 
cussions wil] begin at 2 p.m. All 
IPR members who are consul- 
tants or in advertising agencies, 
or who are qualified in some 
other way, are invited. 


ROYAL PATRON 


Queen Elizabeth, the Queen 
Mother, has consented tos 
become Patron of the Royals 
Coronation Ball organised by 
the Publicity Club of Aber- 
deen. 

Her Majesty has graciously 
intimated her acceptance to 
Lord Provost Graham, Lord 
Lieutenant of the City, who 
is the Club’s honorary presi- 
dent. 

To be held in Aberdeen’s 
Beach Ballroom on Friday, 
May 15, the Ball will be in 
aid of the King George VI 
Memorial Fund. 

The announcement of the 
Queen Mother's patronage is 
the culmination of a great 
deal of preparatory wora by $ 
the Club. A_ special co-$ 
ordinating committee, repre-s 
senting both the city and thes 
county, is now being formed. § 


Public speaking 


contests 


First rounds of the Advertising 
Association's National Public Speak- 
ing Contest are Starting soon. 
Audiences will be welcomed at the 
following contests: 

Southern Area 

Oxford v. Berks and Bucks on 

Friday, March 20 at 8 p.m. at 

Week's City Restaurant, 4 Corn- 

market Street, Oxford. 

London Publicity Club v. Regent 

Advertising Club, on Monday, 

March 30, at 6.15 p.m., Waldorf 

Hotel, Aldwych, London. 
Midlands Area 

Wolverhampton v. Leicester on 

Friday, March 27, at 7 p.m. at 

the Star & Garter Hotel, Wolver- 

hampton. 
Northern Area 

Sheffield v. Leeds on Tuesday, 

March 24, at 6.30 p.m. Venue to 

be announced. 


°e SPORT e 
Golf 
Prizes for stories at 


F.S.C.C. dinner 


Golf balls were presented as 
prizes to the best tellers of stories 
at a “Get-together Dinner” of the 
Fleet Street Column Club Golf 
Circle held at the Club on Tuesday 
night. 

Nearly 30 
toasted the 
doubt 


members and guests 
coming season, no 
coupled by each individual 
with his own name as victor and 
those of his fellow members as 
vanquished. John Sime, captain, 
presided. 

Winners of the golf balls were: 

M. Chavasse and R. Hignell (both 
of Glovers Advertising Ltd.) and 
G. Deacock (Chancery Printing & 
Stationery Co.). 


Football 


In the semi-final of the London 
Advertising Football League cup 
match played at Brockwell Park on 
Saturday, George Newnes beat 
Dorset House 7-1. In a_ league 
match at Regent's Park, Allardyce 
Palmer beat Warland F.C. 6-1. 


Darts 


W._S. Crawford Ltd, darts team 
beat Tex Sports 2-1. 
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Club News: 


Norwich 
First annual 
meeting 


At the first annual general meet- 
ing of the Publicity Club of Norwich 
Sir Basil Mayhew was re-elected 
president. 

Sir Basil paid high tribute to the 
pioneer spirit which had launched 
the club and to its chairman, W. M. 
Young and vice-chairman, L. D. M. 
Brown who had brought it through 
a successful first year. The syllabus 
indicated similar success this year, 
he said. 

Mr. Young, who 
chairman, said that while the first 
year had been a difficult one, the 
second year was the critical period. 
A newly formed club could norm- 
ally obtain a fair membership either 
through curiosity or novelty. Mem- 
bers retained in the second year were 
those who were really interested in 
furthering the cause of publicity. 
The club had retained almost 100 
per cent of its membership. 

Mr. Brown was re-clected vice- 
chairman and J. H. Archer and 
F. D. Horth, secretary and treasurer 
respectively. 


C oventry 
How clubs can help 


. . 
in education 

“Too many clubs and associa- 
tions exist mainly for luncheon 
meetings alone,” Wm. C. Thielé 
told Coventry Publicity Association. 

“If Clubs could turn some of their 
energies to education they would be 
performing a great work,” 
added. 

Mr. Thielé stated that education 
in advertising should mean more 
than the training of young people 
actually engaged within the profes- 
sion itself, but those on the fringe 
of it—the general public, who ought 
to be educated to appreciate the 
value of advertising. This job in 
particular the Clubs should well do 


London 
_—_--- 


was re-elected 


War stories 


Col. Maurice J. Buckmaster, who 
was in charge of the French section 
of the British intelligence service 
during the war, enthralled members 
of the Publicity Club of London on 
Monday with his stories of how 
aid to the French Resistance Move 
ment was organised. 

He told how British agents were 
selected, trained and briefed, and 
how some of them fared after they 
had been sent to France. 

Col. Buckmaster, now public rela- 
tions officer to the Ford Motor 
Company, said it had been estimated 
that the work of the French Resist- 
ance shortened the war by ten 
months and represented the equiva- 
lent of ten extra Allied divisions 
Credit for this. he said, should be 
given to the gallantry of the French 
men and women who risked all they 
had in the cause of freedom. 


Bradford 


Use of colour 


William Musgrave-Wood, a mem- 
ber of Leeds Publicity Club, who 
is a commercial artist and designer. 
paid a second visit to the Bradford 
Publicity Association, and gave a 
talk on the use of colour in print- 
ing and advertising. 
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St. Bride’s bells 
fund launched 


A fund has been launched to 
provide St. Bride’s Church, Fleet 
Street, with a carillon. The 
appeal is directed to Fleet Street 
and the Ward of Farringdon 
Without. 

Hon. appeal organiser, Harold 
Fish, in a letter inviting contribu- 
tions, states that to celebrate the 
Coronation it has been suggested 
that Fleet Street and the Ward of 
Farringdon Without should in- 
stall in the belfry of St. Bride's 
a Compton Carillon unit of 25 
notes, with automatic change 
ringer, including key-board, to en- 
able the carillon to be played by 
hand. On great occasions it 
could be heard clearly a mile and 
a half away and would be capable 
of playing hymns, carols and 
more elaborate music. 

The total cost of the installa- 
tion, which is to be on view at the 
British Industries Fair is £2,000. 

Mr. Fish points out that this 
appeal has nothing to do with the 
rebuilding appeal of St. Bride's 
Church. Donations should be sent 
to him at 9 Seacoa! Lane, Lon- 
don, E.C.4., cheques being made 
payable to Martins Bank Ltd. 


gx 
a> 


The first Scottish Export House shop now open at Prestwick Airport, where 
air travellers can see a selection of high-quality British goods. 


Prestwick export shops 


The Ministry of Civil Aviation 
has provided facilities for the 
opening of export shops by the 
Scottish Export House Ltd. at 
Prestwick Airport. They were 
opened on Saturday. The scheme 
has the backing of the Scottish 
Council (Development and 
Industry). 

The object of the shops is to 


CO-OPERATIVE UNION’S AD. AWARDS 


The Royal Arsenal Co-opera- 
tive Society romped home an easy 
first in the Co-operative Union's 
Advertising Awards for 1952, 
securing the Challenge Trophy 
for the best group of entries and 
no fewer than five of the six 
diplomas awarded to large 
societies. 

This represents an outstanding 
triumph for the Society's P.R.O., 
G. E. Page, and his staff 

Forty-six societies submitted 
472 entries, including literature, 
newspaper advertisements, posters 
and showcards. Entrants were 
divided into two categories: A. 
Societies with more than 30,000 
members: and B, those with 
fewer. The judges were leading 
members of the Manchester Pub- 
licity Association. 

Diploma winners were as fol- 
lows: Booklets and catalogues: A, 
Royal Arsenal; B, Weliine- 
borough. Handbills and folders: 
A. no award: B, Compstall: news- 


paper advertisements: A. Reval 
Arsenal; B, Blyth Posters: A, 
Royal Arsenal; B. Bedford 


Showcards (Masseeley type): A, 


Lancaster: B, no award. Show- 
cards (other types): A, Royal 
Arsenal: B, no award. Report 
and balance sheets: A, Royal 


Arsenal; B, Wellingborough. 


Glasgow agents 
move 


The Glasgow firm of advertising 
agents, W. H. Emmett (Scotland) 
Ltd., have moved from their famous 
attic overlooking the Broomielaw to 
new premises in Skerry’s Building, 
13, Bath Street, Glasgow, C.2. 
Anvart from the additional space, 
which was the reason for their 
chanee, Fremett’s new offices have 


a colourfui yet workmanlike decor 
by their own art department. 


Acme showroom 
opened 
The Acme Showcard and Sign 


Co., Ltd., have opened a Londo 
Sales office and showroom at 9 


South Molton Street, as a link 
between their main factory at 
Enfield, Middlesex, and other 


branches throughout the country. 

In the showroom will be a per- 
manent display of the latest point 
of sale aids, including electric 
signs, showcards and metal signs 
for exterior use. 

One of the features will be a 
window display wher? clients can 
check how their new showcards 
or signs compare alongside those 
of the competitors. The window 
display can be changed at short 
notice to contain the goods appli- 
cable to the customer's trade. 

FE. Freeman-Keel, sales mana- 
ger, is in charge. 


bring before the air traveller a 
selection of high quality British 
made goods—knitwear, home- 
spun textiles, tartans, leather 
goods, food products, souvenirs 
and other lines, 

At Prestwick the main shop 
has been established in the en- 
trance hall of the terminal build- 
ing, with a smaller shop in the 
transit lounge to which only Cus 
toms-cleared passengers are 
admitted. In this area, modified 
arrangements in respect of pur- 
chase tax apply as well as Cus- 
tom’s duty relaxations. The shops 
will be supported by show-cases 
at other points in the airport 
buildings. 


Godbolds 
Weetabix display piece for retailers. 
It includes giant Weetabix packs— 


Ltd. have designed this 


24 in. long by & in. square 
large centre display 
Weetabix 


and a 
featuring the 
children. 


TRADE AND HOMELIFE EXHIBITION 


Birmingham’s annual Easter ex- 
hibition, the National Trades and 
Homelhfe Exhibition (formerly the 


National Trades Fair), opens at 
Bingley Hall, Birmingham, on 
Wednesday March 18. 


The exhibition is under the direc- 
tion of Kenneth F. Smith. Its appeal 
is varied, with many exhibits of 
educational interest. These include 
the Everest Exhibition featuring a 
ten-inch-to-the-mile scale model; 
the Dunlop educational unit; a 
models section with working models 
of an oil refinery and power station, 


the town planning scheme for 
Weston-super-Mare; the Crown 
Jewels replicas and the Sunday 
Graphic “Pictorial Life of the 
Queen.” 

Other attractions include the 


Guinness Festival Clock; five star 


band shows: fashion shows by 
Lewoolin Clothes Ltd.; a Corona- 
tion Chandelier; Disneyland chil- 
dren’s play centre: and “Current 
Review” by the Midlands Electricity 
organisation featuring a Coronation 
cake-making competition. 

Auger & Turner Ltd. have a three- 
fold interest in the exhibition. 

The agency's Birmingham office 
are responsible for the advertising; 
press officer for the exhibition is 
Miss J. B. Whittaker, a member of 
their staff, and the shell scheme has 
been constructed by Autur Display 
Organisation 

Press advertising covers an area 
of roughly 50 miles from Birming- 
ham. The poster campaign covers 
approximately the same area and is 
based mainly on quads supported by 
16-sheets and 48-shects, 
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@ Continued from page 469 


CHLOROPHYLL: 
A REPLY TO 
‘COPYTASTER’ 


Patrick Dolan, of Rystan Com- 
pany Incorporated, writes: 

Copytaster (February 26) 
mented on the Sunday Times story 
of January 15S quoting a U.S 
chemist to the effect that there is 
little or no acceptable evidence for 
the claims of chlorophyll as a dis- 
infectant, a wound healing agent or 
as a deodorant. 

This story originated with a 
sloppy piece of American journalism 
reporting on a paper presented by 
a chemist to the American Chemical 
Society. The chemist subsequently 
issued a denial to the American 
press, but this was not reported by 
Copytaster. 

Copytaster, again quoting the 
Sunday Times, erroncously reports 
that the U.S. Bureau of Standards 
says it has “no reason whatever to 
believe that chlorophyll ever has 
anything to do with deodorisation.” 


com: 


A general statement" 


original statement was a 
one taken from Circular 
491, National Bureau of Standards 
dated April 17, 1950, Section 4, 
“Control of Odours in Houscholds 
and places of business” sub-head 6, 
The subject of the entire Circular 
was “Space Deodorisation.” The 
chemist who addressed the Ameri- 
can Chemical Society originally 
made the error and the misquota- 
tions by giving the impression that 
the National Bureau of Standards 
had found chlorophyll valueless as 
a contact deodorant, whereas it has 
done no such thing 

Dr. Weaver, of the Bureau, in this 
Circular made it clear that he was 
referring only to space deodorisa- 
tion using the wick type of vapor- 
iser, and that is not a_ contact 
deodorant. 

The chemist’s paper which started 
the controversy will be examined by 
a British research worker, Dr. 
William Mitchell, in a paper to be 
given this Friday in Stockholm. 


The 


general 


Improper use deplored 


The American Medical Council 
has accepted the deodorant and 
wound healing qualities of chloro 
phyll preparations under the trade 
mark “Chloresium” manufactured 
by Rystan Inc. This is the American 
company which controls many of 
the basic patents relating to the 
use of chlorophyll and Rystan has 
in turn licensed a number of very 
reputable British firms. 

Rvystan denlores the improper use 
of chlorophyll and dislikes seeing 
the outerowth in America and here 
of ridiculous uses for chlorophyll 
Rvstan cannot prevent these people 
climbine on a commercial hand- 
wagon hecause no patents apply to 
these ridiculous uses 

In assessing chloronhvll 
as well as scientific evidence is well 
worthy of considerstion Millinns 
of peonle are now usine chloronhvll 
nreparations here and in the United 
States and it ic imnoesihle ta fanl 
those peonle over and over again 
Thev know when things smell and 
when they don't 

There are a of research 
studies now heine undertaken in the 
U.K. on chloronhvil: these studies 
pirallel American investigations. 


*& Seo COMMENT page 480 
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ADVERTISER'S WEEKLY 


News About People 


40 years with 
Westminster Press 


George H. Howe, advertisement 
manager of the Yorkshire Observer, 
Telegraph & Argus and associated 
papers at Bradford, completes 40 
years’ service with the Westminster 
Press Provincial Newspapers Ltd 
to-morrow (Friday). He joined the 
Northern Echo, Darlington, in 1913 
and served with that and other 
associated Durham County weeklies 
until November 1928 when he went 
to Oxford to help found the Oxford 
Mail which commenced publication 
in December of that year. After 
15 years as advertisement manager 
of that paper he was appointed to 
his present post on January 1, 1944 


* * * 


At the annual general meeting of 
the West Midlands Newspaper 
Advertisement Executives’ Associa- 
tion H. R. Viner, advertisement 
manager of the Dudley Herald, 
was elected chairman for the forth- 
coming year. Hai Hatton, adver- 
tisement manager of the Birmingham 
Post and Mail, was elected hon. 
secretary, and L. J. Stallard, adver- 
tisement manager, Express and Star, 
elected vice-chairman and pro- 
gramme officer. 


* * * 


J. Anderson, for health reasons, is 
resigning the position of works man- 
ager of the Midland News Associa- 
tion Ltd., Wolverhampton, at the 
end of March. His services will be 
retained by the company in an ad- 
visory capacity. He will also con- 
tinue to serve on the labour com- 
mittee of the Newspaper Society for 
whom he recently led a newspaper 
productivity team to America. Mr. 
Anderson will be succeeded by 
J. C. Page, who has been his deputy 
for the last two years. 


E. F. Philpott, with 33 years in 
the display trade to his credit, has 
joined the staff of Sindall & Baker 
(Publicity) Ltd., as production 
manager of their exhibitions division. 
His first major task is to prefabri- 
cate and erect the Great Britain 
stand in the Pavilion of Nations at 
the Royal Dutch Industries Spring 
Fair at Utrecht. Mr. Philpott was 


previously with Apex Displays. 
* * * 


Albert Milthado, managing direc- 
tor of Albert Milhado & Co., Ltd., 
has been invited by the Dutch 
Broadcasting Corporation to do 
some of their Coronation broad- 
casts. He has also been asked by 
J. Arthur Rank Organisation to do 
the Dutch commentary of the 
Coronation film. 


Off to Bombay 


Reginald P. Ross-Williamson, 
who has been press attaché at the 
British Embassy in Dublin for the 
past 14 years, has been appointed 
to the British Information Service in 
Bombay and leaves to take up his 
new appointment in April. 

* * 


The following changes are an- 
nounced by Hugh Cudlipp, editorial 
director, Daily Mirror and Sunday 
Pictorial: To enable Cyril Morten, 
managing editor of the papers, to 
devote more time to day-to-day 
editorial work, most of his former 
inter-departmental duties will be 
carried out by Harold Barkworth, 
newly appointed editorial manager 
of both papers. Mr. Morton, who 
remains managing editor, will con- 
centrate on providing an expanded 
editorial service for both papers. 
Mr. Barkworth’s duties will include 
liaison work between editorial, pro- 
duction, circulation, advertising, 
publicity and other departments. 


IN THE FASHION 


At a cocktail party given by the Smart Fashion Group of Companies (left 
to right) H. W. Flood, joint-managing director, V. Pethick, Lid.; G. K. 


Le Fevre, ‘Daily Mirror’; 


V. Pethick, F. James, “Reynolds News’; A. 1. 


Levy, managing director of Smart Fashion Group. 


Tony Solomon 


J. Anderson 
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L. D. Auckland 


Tony Solomon has joined Pearl 
& Dean Ltd. as a senior executive. 
He was an account executive with 
Mather & Crowther and was also 
responsible for film and filmlet 
campaigns. At Pearl & Dean Lid. 
he will be concerned with sales and 
sales promotion and will assist the 
chairman, Ernest Pearl. 

* * * 

Stephen Duncan, Lancashire 
County Council publicity officer, 
acted as question master at a brains 
trust held by Chadderton Clean 
Food Association. 

* * * 

Newman Neame’s new chief print 
consultant is Christopher J. C. 
Bradshaw, who until recently was 
their production manager. 

* 


Fleetwood Pritchard = (chairman, 
F. C. Pritchard, Wood & Partners 
Lid.) bids farewell to Sinclair Wood 
(vice-c hairmany), now on the way to 
U.S.A., where he will study agency) 
practice. 
* * * 

A new addition to the studio staff 
of Nevin D. Hirst (Advertising) 
Lid. is John Edward Sykes. Pre- 
viously at Netherwood Daltons of 
Huddersfield, he has had consider- 
able experience as a litho and letter- 
press artist and has also worked on 
display, design construction and 
technical drawing. 

* * * 

S. Krohnberg Ltd., manufacturers 
of Bijou dresses, have won the 
ballot for two Coronation seats to 
represent the Apparel & Fashion 
Industry's Association, Douglas R. 
Moss, cxport manager, and Miss 
C. Betty Arlow, advertising mana- 
ger, will attend. 

* * * 

Governors appointed for the City 
of London  Socicty—formed to 
further the interests of the city 
include Harold C. Drayton and 
Lord Luke. 


Visitor from 


Australia 


Managing director of Goldberg 
Advertising, Austyalia, Harry Woolf, 
will arrive in the United Kingdom 
next week, and will stay until May 
21, studying advertising, merchan- 
dising, public relations and _tele- 
vision. Mr. Woolf is one of the 
youngest of top-flight advertising 
men in Australia to-day. His trip 
is planned to coincide with stimu- 
lated interest by U.K. financial and 
manufacturing concerns in the 
Australian market. 

In the field of television, Mr. 
Woolf will build up a dossier on the 
latest commercial developments for 
adaptation to Australian needs. 
Australia is to get its first TV pro- 
gramme in a year or so, and the 
Commonwealth Government has 
passed an Act to enable private 
interests to share in the development 
of this new form of entertainment 
for Australians. 

* * * 


Miss Edythe Green, secretary in 
the advertisement department of the 
Nottingham Journal and Evenine 
News for several years, has left to 
join Gee Advertising Ltd., Leicester, 
to train aS a space buyer. 

* * * 

Alan Campbell-Johnson, — joint 
managing director, Campbell-John- 
son & Swarbrick Ltd., leaves for 
New York on Friday to be present 
for the launching of the American 
edition of his book Mission with 
Mountbatten. 

* * 


Ronald Staples has become a 
patron of the Regent Advertising 
Club. He is chairman of Staples 
Press Ltd. and associated companies 
and is also chairman and editor-in- 
chief of Truth. 

. * 

Noel Francis Henkel has joined 
the advertisement department of 
Horse and Hound. Before joining 
Odhams Press, Mr. Henkel was with 
the Imperial Life Assurance Co. of 
Canada. 

* * 

Lawrence D. Auckland has been 
appointed to the overseas depart- 
ment of the Auger & Turner Grou 
Ltd. His main responsibility will 
be in connection with overseas trade 
fairs. He takes over from Charles 
Miletich, who has returned to Jugo- 
slavia, his native country. 


® More News About People 
on page 522 


A.B.C. Figures 
July to Dec. 1952 


CAMBRIDGESHIRE TIMES GROUP 
64,246 


Copies 
Weekly 


Head Office : TIMES BUILDINGS, MARCH 


London Representative : W.H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Tel. March 2368/9 


Tel. Central 9353 
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Back in the early twenties... 


when this was appearing in ‘Good Housekeeping’ 


eget So aa 
AWiey ry 


...the obvious 


in appealing in 
“Really I’m ever so glad” 


Mrs. Newlywed: Of course. Foop not only prepares 
t aah awfully excited, you for the strain to 
°o wo men ut | must confess I come, but develops a 
feel a wee bit nervous natural and ample supply 
myself.’ of milk for the critical 
Mrs. Motherly: “Naturally, | time.” 
my dear, but you must | Mrs. Newlyweds ‘I will cer- 
re) f m e a n $ not worry, just take the tainlydoas you suggest.” 
rT] greatest care of yourself 


Mre. Motherly: © And it has 
this advantage, too, that 
if you are unable to nurse 


you have an ordeal to 
go through.” 
Mrs. Newlywed: “Can you 


advise me at all, Mrs. | your darling yourself, and 
i - t e 1 ( t e n c e Motherly ?”’ . you decide to put him on 
, Cow & Gate Mitk Foon 
g Mrs. Motherly: “Well, 1 
think Ican. You know pedliee already largely bis 
that I now feed Baby natural food 
regularlyon Cow & Gate | Mra. Newlywed: “ Thanks 


Mitk Foop. Well, my ever so much for your 


. ey Po t 4 Doctor has since told me advice; where do you 
and discrimination cet hed asses tt | on Cow @ Gass’ Bees 
myself before Baby Foon?” 
arrived most probably I Mrs. Motherly : “You can get 
should have been able to it only from the Chemists 
nurse him myself The makers are very par 


w a ¥ Mrs. Newlywed: “And you ticular on this point, and 


did so want to nurse rightly so, too. I can't 

your Baby, didn't you ?" imagine a Mother buying 
Mrs. Motherly: © Yes — you her Baby's food from 

see Cow & Gate Mik anyone but the Chemist 


...and still is 


OF ALL CHEMISTS 
1/6, 2/9, 7/9 


Per Tin 


where EVERY ADVERTISEMENT 1S GUARANTEED and 
where that obvious first choice is 


more obvious still since 


feminine confidence in Good Housekeeping is greater than ever 
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ADVERTISER'S WEEKLY 
‘AD. 


WEEKLY OPINION POLL 


o¢% preier 


streamlined 


conierences 


EADERS of “Advertiser's Weekly” interested in confer- 
ences show an overwhelming preference for speakers drawn 
from the advertising and associated businesses, chosen as experts 
on their own subjects, rather than celebrities from outside the 


business. 

This is revealed by a scrutiny 
of completed questionnaires $0 
far received in the ADVERTISER'S 
WEEKLY Conterence Opinion Poll 
Competition, 

The trend of opinion is so 
marked that it ts unlikely to be 
reversed in the final analysis. 

The organisers of the East- 
bourne Conference will be glad 
to know that over 57 per cent of 
entrants to date favour stream- 
lined conferences on the Brighton 
pattern, 

Asked to state which aspect of 
a conference means most to 
them, just over half the entrants 
gave first preference to “the 
opportunity to hear and contri- 
bute to discussions on controver- 
sial subjects of concern to adver- 
tising.”” A large minority plump 
for “the opportunity to hear 
high-level addresses on subjects 
of advertising interest;” only a 
few for “broadening of business 
and social contacts by means of 
social and recreational events.” 

Most entrants think the most 
important purpose of conferences 
is “to educate those within and 
associated with the advertising 
business and enlarge their under- 
standing of their own vocation,” 
but there is quite a_ strong 
opinion that it should be “to 
raise advertising in public 
opinion.” 


Audience participation 


The popularity of sessions in 
which the audience can _partici- 
pate is demonstrated by the fact 
that so far this type of session 
gets nearly twice as many prefer- 
ences as do sessions with a 
speaker or speakers, and little 
chance for discussion. 

The competition, however, has 
some way to go yet, and the 
number of entries may well be 
more than doubled by March 23. 
It is up to those who may appear 
to hold minority views to make 
their voices heard by filling in a 
questionnaire. Those endorsing 
the opinions that up to the pre- 
sent prevail should do likewise to 
ensure that they come out on 
top when the final results are 
announced, — 

Entries from “over 30's” to 
date number nearly three times as 
many as those from younger 


competitors. Up to the moment, 
agency entries predominate. More 
are wanted from advertisers and 
from the media side. 

Also, though readers from the 
London area have responded 
well, the response from the 
provinces and from Scotland has 
not been so good. 

It is surely not true that pro- 
vincial advertising people are not 
interested in advertising confer- 
ences? This is their chance to 
show that any such statement 
would be a libel on them. 
@eeeceers eeccece 


March 23 is 


closing date 


Readers are reminded that 
the “Advertiser's Weekly” 
Conference Opinion Poll 
Competition closes on March 


Another entry form will be 
found on page 481 of this 
issue. Intending entrants are 
asked to cut out this page, 
complete the form, and for- 
ward it as early as possible. 

Object of the Competition, 
organised with the approval 
and support of the Advertising 
Association, is to find out 
what kind of conferences ad- 
vertising people really want. 

A first prize of £25 is 
offered for the best suggestion 
for improving conferences. 
There are also five vrizes of 
£5 and (for entrants under 30), 
ten free registrations for the 
Eastbourue Conference, or the 
cash equivalent, 

Additional entry forms can 
be obtained from the Editor 
of “Advertiser's Weekly.” 


Butlin sign in the Strand at night, 


BRIGHT IDEA 


The Butlin Holiday Camp 
advertisement on Borough Bill- 
posting Co.’s Strand garden site, 
is now being illuminated by 
tubular ultra-violet light. 

It is claimed to be the first 
outdoor poster site to be illumi- 
nated by this process. The 
equipment was manufactured and 
installed by Acro Marketing Ltd. 
It consists of six 4 ft. 6 in. twin 
ultra-violet tubes at the top and 
eight three-inch twin tubes at the 
bottom of the poster. 

“The present effect is solely 
the activation of the fluorescent 
poster,” states Acro Marketing, 
“but further developments are 
expected for the near future.” 
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NEVER HAD 
FECT HOLIDAY / 


Loud speaker ban 

sought in Dublin 

Dublin Corporation has again 
been asked to introduce a by-law 
banning the use of public address 
systems mounted on vans for ad- 
vertising purposes. This latest 
protest was made by traders of 
the Grafton Street Association, re- 
presenting the city’s most fashion- 
able shopping street. 


Corporation may 


provide ad. sites 


Scarborough council may pro- 
vide advertising sites to carry 
advertisements of all the town’s 
entertainments, municipal and 
private—organisers of the latter 
being charged for this facility. 


Expert will help make outdoor 


sites harmonise 


A former planning officer has 
been appointed by Mills & 
Rockleys Ltd as their censultant 
architect, He will seek to har- 
monise outdoor advertising with 
local architecture and amenity. 

He is J. D. Tetlow, partner in 
the firm of J, D. & E. Y. Tetlow, 
of Lichfield. Formerly on the 
staff of the Ministry of Town 
and Country Planning and re- 
cently an area planning officer 
with Staffordshire County Coun- 
cil, he has had wide experience 
of planning and = architectural 
problems in this country and 
abroad with various public 
authorities. 

Mr. Tetlow will 
days each week 


spend four 
on Mills & 


Novel ‘trailer’ 


The Capstan 3-D film commis- 
sioned by John Haddon’s from 
Theatre Publicity, which is 
shortly opening at four major 
C.M.A. cinemas, is to share a 
new form of advance publicity 
with the feature film “Bwana 
Devil.” Because cinema audi- 
ences cannot get a fair foretaste 
of the realism of the _three- 
dimensional pictures —_— without 
special glasses, normally-con- 


[WELLS CATHEDRAL ... 


for 3-D. ad. film 


Structed trailers cannot be shown. 

Stereoscopic viewing cabinets, 
containing 3-D trailer stills from 
the two films, are to be placed in 
the foyers of the cinemas which 
will be showing the 3-D pictures. 
By turning a knob, patrons can 
see stereoscopic pictures, one 
after another. 

Stills from Capstan’s “The Real 
Thing” will be shown alongside 
stills from the feature film, 


. - « allied to the West Country 


BristoL EVENING POST 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL 


with amenities 


Rockleys’ work. He wil] be 
primarily concerned with the 
application of the Hellberg poster 
panel design to the layout of each 
site and the treatment of the land 
surrounding the site. 

The Hellberg panel was de- 
signed for Mills & Rockleys by 
Rolf Hellberg three years ago. 
The design has been available to 
the trade. 


This ad. made the 


news columns 


A picture of two peers in 
Coronation robes, reproduced by 
Eve Perrick in her column in the 
Daily Express, was actually an 
advertisement-——for nylons! 

In the reproduction a_ strip 
across the picture had been 
blanked out. But in the adver- 
tisement it carried the words: 

. there goes a fair subject in 
her Three Knots sheer, fully 
fashioned stockings.” 

The picture was actually taken 
during a February snow storm on 
the steps of Chelsea parish 
church; the robes were supplied 
by a well known Covent Garden 
firm. And the advertisement was 
produced by A. H. Knowles Ltd., 
the Manchester agency. 


London Office: 85 FLEET STREET, E.C.4 
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The car park gets more 
crowded every week 


Incredible, isn’t it? If we go on like this, half the workers 
on the bench will be driving their own cars. 


Beats me how they manage it. 


Well, you can get a decent second-hand car much cheaper 
now, of course, and a lot of them are even buying new 
ones over eighteen months. 

But that takes real money. 


And a lot of these chaps are making real money. What 
with overtime, there must be quite a number of them 
averaging fifteen or sixteen quid a week. Get two or three 
in a family like that and it’s easy to see how they can 
afford to buy cars. 


Yes, that’s true enough. So they’re probably buying 
other expensive things, too. 


Oh, I know they are. Television sets, washing machines 
.... you'd be surprised. They're the mass market, old boy. 
The only market worth bothering about these days. 


DAILY MIRROR 


ADVERTISER'S WEEKLY 


With the highest ‘daily 


net sale in the world, the 


DAILY MIRROR offers 


the most powerful mass 


market coverage in the 


history of daily 


newspapers at the lowest 


square inch per thousand 


rate of all national dailies. 


When planning 


your schedules, you 
MUST include THE 
DAILY MIRROR 
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Newcastle printers shine 
in layout competition 


Maurice Walker, of W. S. 
Cowell Ltd., Ipswich, is the 
winner of the British Federa- 
tion of Master Printers’ tenth 
Gold Medal Layout Competition. 
Winner of the silver medal in 
Class Ul (for entrants under 21 
or with uncompleted indentures) 
is Robert A. Aspinall, a student 
at the London School of Printing 
and Graphic Arts. 

A number of Class II students, 
of whom Mr. Aspinall] is one, 
were also highly commended in 
Class |. 

Also interesting is the fact that 
Newcastle has gained 11 awards, 
as compared with London's 
seven. 

Although, in the opinion of the 
judges, the quality of entries has 
improved, their number has not 
increased and is still only about 
half of the pre-war figure. 

Many of the best entries are 
now being exhibited until Satur- 
day, March 28 at the B.F.M.P. 
headquarters at Bedford Row, 
London, and will subsequently 
be sent to printing schools all 
over the country. The exhibition 
is a remarkably interesting indica- 
tion of how the entrants tackled 
the competition task of designing 
the cover and first five pages of 
a printer's house organ, Printo- 
mart, issued by John Printer, 
Type House, Hightown. 

Help in selling 

There was cone advertising 
agency man among the five 
examiners, E. Searle Austin, of 
W. H. Gollings & Associates. 
The other were: chairman, J. 
Perry, of Adams Bros. & Shard- 
low, Ltd.; H. D. Davy, of Doig 
Bros. & Co., Ltd.; S. V. Henley, 
of Alabaster, Passmore & Sons, 
Ltd.; and R. Godfrey Smith, of 
W. S. Cowell, Ltd. 

At the opening of the exhibi- 
tion last Thursday, Mr. Perry 
strongly urged the _ technical 
press to encourage young printers 
to enter for the competition, 
which, he claimed, provided the 
entrant with a measure of his 
competence and progress. 

Layout was an extremely broad 
subject, he said; it could help a 
man in selling, in executive and 
administrative positions, and even 
into the chairmanship of his 
company. 

Mr. Davy welcomed a sugges- 
tion that the Federation should 
consider producing = small-size 
reproductions of the entries—on 
microfilm or in small-book form 
-for distribution to students 
and printers. 

Mr. Smith ako spoke of the 


improvement in the quality of 
the entries. 

Of the 156 entries in Class I, 
16 were highly commended and 
33 won certificates. In Class II 
there were 114 entries, 6 being 
highly commended and 25 win- 
ning certificates. 

Those highly commended were: 

Class I--William E. Branigan, 
Brown, Bibby & Gregory Ltd., 
Liverpool; Edmund W. Clarke, 
Hazel], Watson & Viney Ltd., 
London; Ronald Kinghorn, Doig 
Bros. & Co., Ltd., Newcastle 
upon Tyne; Sidney E. Lee, Lino- 
type & Machinery Ltd., London; 
Edward W. Magnay, J. W. Hind- 
son & Sons, Ltd., Newcastle 
upon Tyne; Stanley W. Odell, 
The Leagrave Press Ltd., Luton; 
Charles W. Ormonroyd, Gledhill 
& Ballinger Ltd., Bradford (Regi- 
onal College of Art, Bradford); 
David E. Reader, John Dickinson 
& Co., Ltd.. Hemel Hempstead 
(Watford Technical College); 
Douglas B. Reay, J. W. Hindson 
& Sons, Ltd.; Ronald Richardson, 
Doig Bros. & Co., Ltd.; Donald 
L. Wheatley, Doig Bros. & Co.., 
Ltd.; William R. Wain, The 
Suburban Press Ltd., Anstey, 
Leicester, 

Class Il—Howard S. Glossop. 
S. Glossop & Sons, Ltd., Cardiff 
(London School of Printing and 
Graphic Arts); Donald C. Govier, 
William Lewis (Printers) Ltd.. 
Cardiff (Cardiff School of Print- 
ing); Kenneth H. Mullett, Wim- 
borne & District News Ltd., 
Wimborne (Bournemouth Muni- 
cipal College of Art); William J. 
Phelan, Bolton Bros., Ltd., Liver- 
pool; John N. S. Smith, The 
Kynoch Press, Birmingham (Bir- 
mingham School of Printing); 
David J. Taylor, Philip Harri- 
son, Christchurch (Bournemouth 
Municipal College of Art). 
Messrs. Aspinall, Glossop, Govier 
and Mullett, were also highly 
commended in Class I, and 
Messrs. Phelan, Smith and Tay- 
lor, also won. certificates in 
Class 1. 


TALKS ON ART 


The Institute of Public Relations 
has announced the names of six 
speakers at half-hour lunch-time 
talks which it has planned to hold 
at Caxton Hall, Westminster, this 
spring under the general heading, 
“The Arts and the Public.” 

Dame Ninette de Valois discusses 
to-day (Thursday) “The Ballet and 
the Public.” Speakers on succes- 
sive Thursdays will be: Wynford 
Vaughan Thomas (radio), Anthony 
Asquith (films), L. A. C. Strong 
(the novel), Ian Hunter (arts festi- 
vals), and Boyd Neel (music). 


iN TOWNS 
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Cover designs that won the gold (eft) and silver medals in the B.F.M.P. 
layout competition. 


These are two of several crowners 
designed by W. M. de Majo for 
Clayton Bros. for the Coronation 
season. They are printed in five 
colours by Richard Pye & Co., Ltd. 
few cuts and folds allow the 
retailer to assemble a Coronation 
procession in a few minutes. 


Tax concessions 
on pictorial 
ad. material 


Pictorial advertising material 
intended for free distribution will 
in future not be liable to Purchase 
Tax. 

The Commissioners of Customs 
and Excise have decided that. in 
future, pictorial articles bearing 
advertising letterpress and in- 
tended for distribution gratis are 
“not produced in quantity for 
general sale” and accordingly are 
not taxable. Posters (except 
poster blanks) will be free of tax. 

Still liable to tax are advertis- 
ing calendars and blotters, and 
articles with manipulative play 
features. “Gift” pictures for 
distribution with goods (e.g. cig- 
arette sanintad remain chargeable. 


Market research 
weekend course 


The Market Research Society 
has issued its programme for the 
week-end course to be held at 
Leeds University from April 
10-12. 

Lecturers will include Louis 
Moss, this year’s president of the 
Society, assisted by: Tom Cauter 
of the British Market Research 
Bureau Ltd.; B. D. Copland of 
L.P.E.; Graeme Cranch of 
Mather & Crowther Ltd.; C. F. C. 
Hewson of Reckitt & Colman 
Ltd.; and Martin Maddan of the 
G.E.C. 

The course will open with a 
paper read by R. Bellamy, lec- 
turer in economics at Leeds 
University. The syllabus is on 
similar lines to those used on 
previous courses at Manchester 
and Leicester. Papers will deal 
with all aspects of market 
research. : 

Accommodation is available 
for both men and women at 
Oxley Hall, and = applications 
should be made as soon as pos- 
sible to Graeme Cranch, Mather 
& Crowther Ltd., Brettenham 
House, Lancaster Place, London, 
W.C.2, or to the education officers 
of the Advertising Association, 
Institute of Incorporated Prac- 
titioners in Advertising, and the 
Incorporated Sales Managers’ As- 
sociation, which are once again 
joining with the Market Research 
Society in the arrangements. 


Snap 


A men’s wear trader in France 
advertised himself as “the only 
shirtmaker who had bitten a lion.” 

The advertisement brought many 
interested customers to his shop to 
whom he explained that he had 
done it while training a lion cub. 


| DISTRIBUTION of CIRCULARS and SAMPLES 


THROUGHOUT 
Send for booklet giving full details of — available 
CIRCULAR DISTRIBUTORS LTD 


LEIGH STREET, LIVERPOOL 1. 
° aasun HOUSE, 215/221 REGENT STREET, LONDON, W.1 
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P&D amd {oC 


The formation of Pearl & Dean Ltd. and the entry 
of the ABC circuit into screen advertising have 
created important new opportunities in a rapidly 
developing medium ...... 


f. In Pearl & Dean all key positions at Management and Executive level are 
occupied by experts of long-established reputation. Advertisers and agents can 
therefore feel assured that their particular problems, as well as the general 


problems occurring in this medium, will be carefully and skilfully handled. 


2. The ABC circuit (available exclusively through Pearl & Dean for all types of 
screen advertising) offers advertisers an additional audience of some 4 million 


viewers per week. 


3. This major circuit presents, as a whole, a national pattern of distribution. 


It opens up coverage in 95 important population centres where hitherto no large 


circuit cinema was available. 


4. Many restrictions hitherto imposed upon screen advertisers will not apply 
in P & D cinemas, including ABC. 


$. The one-minute advertising films recently announced by Pearl & Dean can 


now be circulated in 400 ABCs and over 3,000 independent cinemas. 


EARL & DEAN LTD 
Screen Advertising 


33 DOVER STREET, LONDON WI 
Telephone: Mayfair 7494 


Directors: ERNEST PEARL (Chairman) R. W. DEAN, C. PEARL (Joint Managing Directors) W, 3}, COLLINS.D HARRIS 
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WN Signs of the (ine times 


CHLOROPHYLL 


The “British Medical Journal” 
has published assertions that 
chlorophyll does not possess 
all the qualities which have 
been claimed for it, 

On the other hand, the makers 
and marketers of chlorophyll 
products claim that their adver- 
tisement cony is based on 
scientific evidence. 

This apparent clash of expert 
opinion constitutes a situation 
which is important to advert's- 
ing. And the question must be 
settled in the interests of the 
good name of our business. 

It is encouraging to learn that the 
Advertising Association —_is 
aware of the challenging nature 
of the situation. For here is a 
matter for promot attention. 


Not just bad manners 


Evidently the article by “adver- 
tisement manager” on the 
theme that agencies do not 
deserve 15 ner cent from trade 
journals has hit several nails 
smartly on the head. It has cer- 
tainly set tongues wagging and 
—looking at our mail—type- 
writers rattling. 

Judging both from the article and 
from our corresvondents, it is 
hard to resist the conclusion 
that some, though by no means 
all, advertising agencies tend to 
regard trade pavers as “small 
beer” and to treat them accord- 
ingly. If this is so, no plea that 
trade advertising is insuffici- 
ently remunerative provides an 
excuse for it. 

Lack of consideration by one 
party for the reasonable re- 
quirements of another in a 
business arrangement is not 
only bad manners it is bad 
business. This holds good 
whether the offender be agent 
or publisher. 


Role of trade press 


Another point that stands out is 
that if our contributor's charges 
are valid, neither all agents nor 
all advertisers—for it is they 
who call the tune—are suflici- 
ently aware of the essential 
part the trade press plays in 
any well-conceived campaign. 
If they were, the contretemps 
complained of would never be 
allowed to arise, 

Just as much care and skill 
should be devoted to trade as 
to consumer advertising, for 
the former helos to ensure that 
the goods are in the shoos to 
meet the demand the latter 
creates. 


A* this is Coronation year it 
may be a good thing for 
all of us to peer back into his- 
tory for a brief moment before 
being swept ahead into a but 
dimly foreseeable future. 

This need to check our course 
and review the past applies no 
less to the traditional industry 
with which I am _ associated, 
namely, that of making. signs. 
This is an industry which can 
trace its history back through the 
centuries to the Greeks and 
Romans, and examples of their 
work remain to this day. Later, 
in the days of Heraldry, the art 
of signs and = lettering and 
“strange devices” prospered, and 
added much to the pageantry of 
those expansive times. 

As crafts developed into in- 
dustries, and the movement of 
man grew apace, so have the 
demands for identification, direc- 
tion and information increased, 
and the illuminated sign of to- 
day is a logical fulfilment of this 
purely functional requirement. 

The age of elegance which per- 
mitted the great artists and crafts- 
men to give of their best passed 
into an age of mechanised pro- 
duction, but the urge to create 
things of good design remains, 
and there is clear evidence that 
sign design and excellence of 
craftsmanship are rapidly im- 
proving 

The progress made in this 
country has been as high as anv- 
where in the world but ironically 
in spite of the grave need to 
reduce state spending and bureau- 
cratic control, we have to endure 
a degree of absolute control 
heyond any comparison in this 
country, Moreover, it is a con 
trol which, | am sure, no other 
nation would impose or endure 

The advertisement regulations 
made under the Town = and 
Country Planning Act were im 
posed to restrict abuse. This is 
right and proper in_ principle, 
but in effect the regulations de 
mand the “post-officing’ of great 
masses of forms and drawings 
and they undoubtedly cause 
much waste of tax and rate- 
payers’ money, as well as being 
a great burden to consumer and 
industry alike. 

we are to regain our sense 


of greatness in this new era, and 


meet the rapidly growing com- 


petition of other great nations, 


we need to sweep away _ these 


eXtravagant and ponderous con- 
trols. Whilst retaining the right 
to check abuse, we must simplify 


@ 


@®@ Another 


Coal ew 


For further information please write to: 
Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, Londoa. W.1 


the present slow, cumbersome 
and expensive procedure. 


In early development, illumin- 
ated signs were frequently un- 
gainly, poorly designed, and 
often neglected, and some regret- 
fully remain to-day. Modern 


GUEST COLUMN 


by 
J. H. G. PEARCE, 


Chairman, The Electrical 
Sign Manufacturers Association 


iiluminated lettering, however, 
fulfils the highest standards of 
British craftsmanship, and is 
already beginning to find markets 
overseas. 

Must this development be 
hampered by out-of-date con 
trols, or must we wait for econ- 
omic disaster before so many of 
these controls are very greatly 
simplified? A sign is nearly 
always functional, and creative 
work can be devastatingly criti- 
cised, especially by those who do 
not themselves create! Even in- 
congruity can be a most unreli- 
able thesis upon which to make 
judgments of taste, Recall] the 
noisy how! of disgust which 
arose from a smal] minority when 


pylons were first erected, but 
imagine also what must have 
been said about the first wind- 
mills with their ungainly arms 
and ugly squat towers! Now they 
are often protected as examples 
of beauty to be preserved for 
posterity. And why not indeed, 
because they have grown fair in 
our eyes and even the pylon does 
not seem quite so out of place! 

Fundamental needs, therefore, 
seem only to anticipate the stan- 
dard of taste which later be- 
comes venerable and attractive. 

To-day an architect will in- 
corporate illuminated lettering in 
his elevation as often as he will 
plan his heating, lighting and 
other services. 

The illuminated sign industry 
offers ever improving standards 
of quality, design and service to 
all those who use its products 
which include hospitals, railways, 
airways, post offices, local and 
educational authorities, as well as 
the great industrial enterprises. 

We cannot live in the past, and 
in the new Elizabethan age ahead 
the progress of the helicopter 
alone will call for day and night 
identification—at a rather differ- 
ent angle—if pilots and passen- 
gers are to alight on the right 
roof! 


To-morrows TOPICS 


@ The first one-minute advertis- 
ing film will be on the screen 
within the next six weeks. 
Next likely development is the 
30-second film. 


® Big campaigns are expected 
to launch on the British 
market dry mixings, with 
which housewives can make 
cakes simply by adding milk 
or water. Merseyside bakers 
are raising funds to meet 
this threat to their trade. 


® A proposal is to be considered 
that British woollens manufac- 
turers should link with natural 
wool interests in the Dominions 
and the United States to run 
a vast publicity campaign to 
answer the challenge of the 
U.S. synthetic fibres industry 
in dollar markets. 


“homework” 
scheme has been investi- 


The Listener 


Member of the Audit Bureau of Circulation 


gated by Scotland Yard and 
a report is going to the 
Director of Public Prosecu- 
tions. 


®@ Representations at national 
level are to be made by Edin- 
burgh Accident Prevention 
Council who say red and green 
neon should be banned from 
advertisement signs “because 
they confuse drivers.” 


© British manufacturers are 
watching with interest devel- 
opments in America where 
pre-sweetened cereals are 
being marketed on an in- 
creasing scale. 


@A_ report on the general 
effects of various restrictive 
trade practices is expected 
from the Monopolies Commis- 
sion soon. 
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Please detach, complete and forward to “‘Advertiser’s Weekly” early as possible 


“ADVERTISER'S WEEKLY” CONFERENCE OPINION POLL COMPETITION 


OBJECTS 
To find out what kind of Conferences advertising people really want. 
To stimulate interest in advertising conferences generally and the Eastbourne Conference in particular. 


Open to All Competitors 
PRIZES . A FIRST PRIZE OF £25 
(Given by ADVERTISER’S WEEKLY) 


FivE OTHER PRIZES oF £5 


Ten free registrations for the Eastbourne Conference, or, for those not attending the Conference, cash consolation 
prizes in lieu, are also offered to competitors under 30. 

: (Winners of any prize may nominate another person or organisation to receive it. This provision is intended to 
| encourage entries from directors and executives who might not be personally interested in a cash award, but whose 
entries are desired in order to obtain a balanced cross-section of opinion.) 


JUDGES 

A. EVERETT JONES, Esq., Chairman, Eastbourne Conference Organising Committee; 
Managing Director, Everetts Advertising Ltd. 

LESLIE E. ROOM, Esq., Director-general, The Advertising Association. 

THE EDITOR OF “ ADVERTISER’S WEEKLY.” 


RULES AND INSTRUCTIONS 


1. Competitors, to be eligible for a prize, must complete a// sections of 5. Completed entry forms should be addressed to The Editor, 


the entry form, and answer the questionnaire in full. “Advertiser's Weekly", 150 Fleet Street, London, E.C.4. Envelopes 
. Prizes will be awarded on the merits of the suggestions only. should be marked “Competition.” 


3. When completing the our. Please write in the space pro- 
. a 


to 


vided either “‘A”’ “Cc”, “Yes” or “No” » as the case may be. 6. Decision of the judges must be accepted as final. 

If you cannot answer nd or no, write * “Doubtful.” Only in Question 4 

4 are you asked to give “A”’, “B”, and “C”’—all three—in your order Results of the Competition will be published in “Advertiser's Weekly” 

of preference. on April 23rd. Winners of free Conference registrations will be notified 
4. Closing date for the competition is Monday, March 23rd. Entries as early as possible after March 23rd. Prizes will be presented during 


received later will be disqualified. the Eastbourne Advertising Association Conference. 


ENTRY FORM 


As it is desired to obtain an occupational breakdown of replies to the 


questionnaire, please indicate which of these classifications covers your NAME TILE LUCE LOREET OPEC PPTs Ue Tae Ye ea LP ee PPC eer ere 
work. Place a cross against the one appropriate. 
The Advertiser Side Suppliers (Printing, Process 
htenthien homey Ragsevinn, Display, Ad- PIGS. 35.08 SeKenseeCsidete¥ekdasedseusckhakeensuusaebaee 
Publishing (Publishers, Publishers’ vertising Films, Art or 

Advertisement Department, Advert- Photographic Studio). 

isement Representation) CHE SSCSHEHESHEHHESEHHEHSHTHSHTOHEEHEHEHHHESEHHSHHSHEHCEHHE SRE RHO EH EE OOS 
Outdoor Advertising Art and Design 
Direct Mail 
Public Relations Any other category. PKA OOH OHSS SC CRO SR TKDAERASHASCABPRD OBER OEO DSS CED Ee SHORE SSAC? 


State if under/over 30. 


IN NOT MORE THAN 150 WORDS, A SUGGESTION FOR IMPROVING 
CONFERENCE ARRANGEMENTS OR PROGRAMMES 


GIVE, 


ADVERTISING 


CUT ALONG THIS LINE 


Prizes will only be awarded for these suggestions but the Questionnaire overleaf MUST be completed to qualify for a prize. 
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CONFERENCE POLL QUESTIONNAIRE 


Write only Yes, No, Doubtful, A, B, C or D, except in Question 4, where order of preference should be given. 


1. Would you prefer: 


(a) A week-end Conference (Thursday evening to Sunday midday)? 
(6) / A conference from Monday to F Friday? 


2. Do you u think Conferences should be held: 
(a) Always in or near London, e.g., Brighton, Eastbourne or Margate? 
(b) Alternately in the London area and in a provincial centre, e.g., Manchester, Leeds? 


Are you prepared to travel from North to South, or vice versa, to attend a Conference? 


3. Do you think an Advertising Association Conference should be: 
(a) A whole series of conferences within a conference, i.e. each organised group, agents, direct 


mail, press, film, Creative Circle, etc., having its own conference, so that several proceed 
simultaneously? 


(b) A streamlined conference comprising a series of main sessions, such as. the one held at 
Brighton last year? 


(c) A combination of main and sectional sessions, as at Margate and Buxton? 


4. Which eneeet of a Conference means most to aut State your order of preference. 


(a) The broadening of your business and social contacts by means of organised social and 
recreational events, such as receptions, luncheons, dinners, golf, outings etc. 
(b) The opportunity to hear high-level addresses on subjects of advertising interest. 


(c) The opportunity to hear and contribute to discussions on controversial subjects of concern to 
Beacuenumadl 


s. It. you Seema your wife, would - like to attend the business cootiens? 


6. In the main Conference sessions, — you aniior to hear: 
(a) Celebrities like Cabinet Ministers, authors, industrialists, educationalists, speaking on 
advertising as it affects the country socially and economically? 


(b) Speakers drawn from the advertising and associated businesses, chosen as experts on their 
own subjects? 


7. Which do you consider the most ‘imine purpose of an advertising sutimaae: 
(a) To boost advertising in the eyes of advertisers? 


(>) To raise advertising in public opinion by explaining how it works and stressing its sense of 
social responsibility? 

(c) To educate those within and associated with the advertising business and enlarge their 
understanding of their own vocation? 


(d) To provide an opportunity for people representing all sections of advertising to meet and 
get to know each other? 


8. Which do you consider the best Conference sessions: 


(a) Those in which the audience can participate, such as quizzes, debates, free-for-all discussions? 
(b) Those in which there is a open iker (or spei mnainds and little opportunity for discussion? 


9. Assuming you attend a Conference: 

(a) Do you think the trade press covers advertising conferences in sufficient detail to supply as 
ample record as you need? 

(b) Do you think it desirable for the proceedings of a Conference to be published in extenso by 


the Advertising Association, bearing in mind that such publication in volume form could not 
take place until some months after the Conference? 


() | Would you personally find time to read a volume as described in question (4). 


10. if you are unable to attend a Conf conference, and you are completely dependent on published records, 
what would be your answers to the above questions 
(a) 
(b) 
(c) 


Do you think it desirable to provide every delegate with a Conference badge, bearing in mind that this 
"_Fepresents a ) een charge on the sogiatention fee? 


12. Would you wear such a badge, henson your name, if provided? 


ADDITIONAL COPIES OF THIS FORM CAN BE OBTAINED FROM “ADVERTISER'S WEEKLY” 
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wm WEW VORA 
ye VIENNA 


5 HAMBURG 
FRANAFURT 


. BERLIN 
STOCKHOLM 


THE HIGHEST! “SALE ABROAD 


PARIS 
OSLO 
NICOSIA 
NICE 
MALTA 


: / MALMO The Daily Telegraph is a quality paper. 
MADRID 
MILAN It is remarkable therefore that its sale 
ROME abroad is higher than that of any other 
LISBON daily newspaper printed in Britain. 
HELSINKI 


That is a proof of readers’ dependence 
GOTHENBURG omit. Wherever they are they insist on 


G/BRALTAR getting their Daily Telegraph. 

GENEVA nN P 

COPENHAGEN 4 | Pai 

Alatl 

COLOGNE a 
ra ie 

BRUSSELS | i bl a ba © ie 
Celegraph 

BASLE , 


The paper people trust at home 

BARCELONA 
and eee 
AMSTERDAM 
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F you're selling socks, underwear, shaving sticks or any of the 

hundred-and-one things needed by men, there’s a market 
through WOMAN as rich, if not richer, than anything you've 
tapped so far. 


Every week WOMAN readers are out buying for their menfolk. “But what is 
the best—what will he like?" By answering these questions—by advertising the 
products made for men—you are assured of a ready hearing. Women trust 
WOMAN. That is why its latest A.B.C. circulation figure is a world record 
for any women’s weekly magazine—2,370,865—with a present net sale far 
in excess of this. That is why it has become the most dominating advertising 
force in Britain, to women buying for themselves, their homes and for their 
families. So, whatever your product, think—should it go in WOMAN? The 
chances are that it should. 


a... ARE THE FACTS «5 
58% 154% 145% |44% 


BUY THE BUY BUY THE | BUY THE 
TOOTH- THE RAZOR SHAVING 


BRUSHES SHIRTS BLADES SOAP 
han 


Full details of these and other items are contained in the latest Odhams Research 

Booklet ‘WOMAN’ READERS BUY FOR MEN, copies of which have been 

distributed this week. If you require further detailed information on any point 

dealt with in this Booklet please write to or telephone Harris Kamlish, 

Advertisement Director, Odhams Press Limited, 96 Long Acre, London, W.C.2. 
Temple Bar 2468 
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Jay Goze 
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LAUNCHING A NEW PRODUCT—2 


Marcu 12, 1953 


“Test, test, test till product and pack 
are right’—is order of the early days 


By 


DIRECTOR, FOOTE, 
CONE & BELDING LTD. 


W. A. C, COOPER, 


described here. 


ET us look at our product 

as it will have been pre- 
sented to the Product Develop- 
ment Committee. 

The first question must be: 
“Is it-a product at all—or has 
the committee merely been 
briefed by management to find 
a product which fits certain 
specifications laid down by 
management?” 

It could well be that one of 
management's objects is to find 
1 use for spare plant and equip- 
ment and that the Committee has 
been asked to put forward pro- 
posals for a product which can 
utilise this surplus production 
capacity 

On the other hand, it may be 
a fairly straight-forward case of 
developing an addition to an 
existing product range, providing 
the Committee believes, after in- 
vestigation, that it is warranted. 


EXPLORING 

There are so many possible 
types of problems that can be 
put to a Product Development 
Committee that an article could 
be devoted to listing them. So, 
let us take it that the Committee 
has been presented with a new 
development from their work- 
shops or laboratory and that 
they have been asked to explore 
possibilities. A prototype model 
of the product or a laboratory 
batch of samples with a detailed 
specification as to the formula 
and process of manufacture with, 
possibly, alternatives to both 
formula and process, come before 
the Committee 

In looking at the new product, 
the Committee must satisfy itself 
that the technical staff has sup- 
plied a complete brief as to all 
forms of the product, types, 


colours, with all the possible 
modifications. They must also 
have a clear costing statement so 
that each type or variation with 
any modifications can be con 
sidered from a _ production 
economy standpoint. 


FACTS NEEDED 


The kind of facts they must 
have if it is, say, a face cream, 
are as follows: 

Range of perfumes which could 

be used. 

Can it be made as a liquid or 
a cream? 

Range of colours. 

Can it be packed in jars, tubes 
or bottles? 

The performance characteris- 
tics of various types, advan- 
tages and disadvantages. 

The costs of various forms. 

Its keeping qualities. 

This thorough technical brief 
is most important to have at the 
outset because in future consumer 
testing a demand for one form 
or another may be evidenced: on 
the other hand, if, say, the con- 
sumer expresses no preference 
for a jar as opposed to a tube, 
the latter might be adopted be- 
cause it was easier for the factory 
to produce. 

Production capacity must also 
he considered. Will there be any 
limit to the quantity of the article 
which can be produced? If the 
Committee has been asked merely 
to arrange to utilise surplus 
manufacturing capacity and it is 
not intended, or it is not possible, 
to expand plant and equipment, 
there will be a foreseeable pro- 
duction ceiling. This will govern 
the size of market which can be 
sought. If new equipment ts to 
he laid down, thought will have 
to be given to the number of 
production units needed to sup- 
ply various demand levels which 


may be created in the future 
market. 

Is it the type of product which 
can be produced in_ relatively 
small numbers inexpensively on 
pilot plant which can later be ex- 
panded if the product and con- 
sumer tests prove successful? 

It is important for everyone 
associated with product develop- 
ment to realise that there is a 
vast difference between making 
up a sample batch in a laboratory 
or a prototype in the workshop 
and making the mass-produced 
article which will appear on the 
grocers’ shelves or in the dealers’ 
showroom. 

Failure to realise this by 
many manufacturers accounts 
for the number of products 
which are launched and then 
require considerable costly 
modification. The same ap- 
plies to the package. 

This kind of mistake is most 
often made by a manufacturer 
launching a product in a field 
different to that in which he is 
already operating 

Because it is so important that 
the product and its package 
should be right before wide sel! 
ing Operations are conducted, 
every possible test must be ap- 
plied to ensure that the product 
the consumer is ultimately going 
to buy will give maximum satis- 
faction. 


URGE FOR SPEED 


The urge to launch rapidly has 
often caused manufacturers to 
forego consumer tests and the 
result has been that the con 
sumers have got a poor product 
that did not measure un to the 
claims made for it. 

It is then extremely difficult to 
get those consumers to try the 
product again when it has been 
improved. Immense effort is 


Once a customer is dissatisfied with a product it is extremely 
difficult to get him to try even an improved version. 
reason alone, says the author, it is essential to put the new 


product through all kinds of tests. 


For this 


These tests are briefly 

In his first article (which appeared last week) 

Mr. Cooper analysed the functions of the Product Development 
Committee and asked: “Why launch a product?” 


made and capital expended to 
get a consumer to try the first 
package of a new product. It is 
only common sense to spend a 
little more time on tests to ensure 
the customer being satisfied. 

What, then, can one test? 

Right at the beginning one may 
be faced with several grades of 
the product, forms, etc., each 
differing slightly in its effect in 
use or in possible appeal to the 
consumer. Unless one decides to 
produce several grades one must 
decide which is most likely to 
appeal to the greatest number of 
people. It may be generally felt 
by the Committee, or known as a 
fact, that several grades or de- 
signs will be needed. In any event, 
sample batches must be produced 
for testing in various ways. 


WHAT TO TEST 


These tests should all be con- 
ducted with product samples 
produced as nearly as_ possible 
under normal manufacturing 
conditions and packed in the 
materials which are most likely 
to constitute the ultimate con- 
tainer, It is no use testing a 
product which can only be made 
in small batches and is not suit- 
able for large scale production 

The first test to lay down is a 
long storage test with samples of 
ai the various grades, forms, 
colours and in all the various 
types of pack. The object is to 
establish the keeping qualities of 
the product and whether it has 
any ingredients which, in com- 
bination with the _ packing 
material, cause the product to be 
less efficient, to lose or change 
its colour, or to seep through the 
pack. 

Secondly, a similar batch will 
have to be prepared and sub- 

Continued on page 490 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes 


No 


increase in print 


charge for Coronation work 


Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. 


Carlton Artists Ltd. 44-50 Lancaster St. London, 8.8.1 
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The historic Fort Garry Gate 
near The Fort Garry Hotel. 


GATEWAY 


THE SOUTHAM NEWSPAPERS 
The Ottawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 
The Medicine Hat News 
The Calgary Herald 
The Edmonton Journal 


The Vancouver Province 


TO THE GOLDEN WesTft 


Winnipeg, capital city of Manitoba, is pushing its borders farther and farther into the 
prairies. At every point new projects appear to affirm the strategic place of this largest 
city in the Prairie Provinces. 


With a population of over 356,000, Greater Winnipeg is Western Canada’s leading 
wholesale and distributing centre, and supplementing this natural advar tage is a soundly 
expanding industrial economy. Gross value of goods manufactured in the city is 
estimated at $500,000,000 annually. Salaries and wages paid to over 125,000 employees 
now total over $6,100,000 weekly, or an average wage per employee of $48.86. 
Everywhere eyes are to the future. Building continues apace. Ahead are two home 
construction projects totalling $9,500,000; two new warehouses at a cost of a million 
dollars each; a $3,000,000 wheel foundry and R.C.A.F. airport expansion running close 
to $25,000,000. 

And from the Province of Manitoba itself, Winnipeg draws much of its prosperity. 
The population of Manitoba has passed the 800,000 mark ; the 1952 crop set an all-time 
record—688 million bushels. Manitoba's industrial production was over $600,000,000 
in 1952, with total payrolls of over $100,000,000. 

Canada’s most powerful T.V. Station will be in operation in Winnipeg by late 1953, 
and a sales forecast of T.V. sets with a 75 mile radius has been set by experts at $40,000,000. 
This is a bare glimpse of a huge market on the threshold of the West, It is a market in 
which The Winnipeg Tribune holds high respect and position. With a total net paid 
circulation of 66,286 (October Ist to December 3!st, 1952) The Tribune serves city, 
suburb, and country around. Between the two Winnipeg dailies, there is only 7.8%, 
duplication—a fact which makes The Tribune market virtually its own. 

Tap the purchasing power of this market by using Tribune space regularly. Use The 
Tribune to establish your product or service among the substantial households served 
by this popular Winnipeg newspaper. 


For copy of the folder entitled “‘The Winnipeg Tribune Market’’ 
write to Mr. F. A. Smyth, 34-40 Ludgate Hill, London, E.C.4., 


THE WINNIPEG TRIBUNE 


ONE OF THE 


SEVEN 


SOUTHAM NEWSPAPERS CANADA 
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Print Review by Brian Hilton 


READER has written to ask 
me how printers arrive at 
their estimates, and whether they 
have any proper method of 
costing. He is appalled by the 
tremendous discrepancy in com- 
petitive estimates, and astonished 
to find that a printer whose price 
is low for one job may be high 
for another, 

“Uf,” he declares, “any manu- 
facturer in my line of business 
was as far out in his pricing as 
printers seem regularly to be, he 
would swiftly go out of 
business.” 

I have pointed out to him that 
the British kederation of Master 
Printers has a_ well-established 
costing system, and that almost 
every job facing an estimator is 
to some extent a gamble since 
there are always some uncertain 
factors—-the speed at which the 
job can be run being perhaps 
the most important. The printer 
has to decide whether he will 
run a machine slowly to get top 
quality, or fast to get lowest 
machining cost. 

Even so I, too, was surprised 
when recently I got estimates 
for printing a job for which I 


Was 


printer). Prices varied by 
much as 80 per cent, simply for 
machining. 

* * * 


supplying complete 
colour electros and the paper (of 
a kind and quality in common 
use and a brand known to every 


VELING-BARFORD'S 


tenary book might 
added lustre to the firm’s distin- 


A BUYER’S VIEW OF PRINTERS’ 


guished record. As it is, the 
publication is dull when it could 
have had so much character. 
Aveling-Barford Ltd., make 
road rollers, earth movers and 
agricultural machinery. It was 
about a century ago that Thomas 
Aveling§ started his inventive 
career that gave the world its 
first steam roller. Compared with 
modern streamlined Diese! rollers 


a 


THE SELLING FORCE 


IN KENT 


LONDON: 
80 FLEET STREET 


HEAD OFFICE: 


MAIDSTONE 


Front cover of “Into the Interior,” 
second of a series of  light- 
hearted booklets on various 
aspects of cocktail making with 
ingredients by British Vitamin 
Products Ltd. 


it looked like a dinosaur—but a 
dinosaur is picturesque, 


I do not know what problems 
faced the designer of the book; 
1 can only regret that it was 
necessary to reproduce old en- 
gravings by the half-tone process 
and print them on art paper. 
Their character was destroyed, 
they stand only as records. It ts 
a mistake, too, to mix squared- 
up halt-tone portraits (with rule 
borders), engravings, draughts- 
men’s line drawings and photo- 
graphs higgledy-piggledy on the 
same page. 

Perpetua, Times Bold, Gill and 
Times text are also mixed with 
complete insensitiveness. 


Isn't it a pity that a book 
which will go out from a famous 
firm to customers all over the 
world should be such an inade- 
quate ambassador for British 
print? 

* . Pa 


— many firms take the 
trouble to find out what type 
of illustration their customers 
would like on the next calendar? 
The only one 1 know to have 
done it is James Upton Ltd., the 
printers Through their house 
magazine thev offered long 
cigars-—-"far too good for anv 
printer to smoke’—for the best 
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COSTING 


letters from readers on this 
matter, 

The tastes of their customers 
do not seem to be in doubt. 

“It seems, says a report, ‘as 
if our calendar for 1954 will 
portray yet another of those im- 
probable females.’ The _ sales 
director, it adds, has already 
asked how many and_ what 
accents there are in the word 
décolleté. 

Other sales managers are free 
10 benefit from the results of this 
timely bit of research. 

* * * 
" ACKAGE by Bowaters” is 
a booklet full of tricks 
and surprises, but overfull of 
words. 

It starts off amusingly with a 
cover of kraft liner shaped 
something like a carrier bag com- 
plete with cut-out handles. 
Various sections of the book 
have their own title pages decor- 
ated with abstract geometrical 
designs printed in three colours. 
There are some very clever line 
and wash illustrations, also in 
three colours and masses otf 
photographs. Technically all 
very interesting. 

The text, however, is so elemen- 
tary as to make the booklet a 
mere exercise in design. 

. * * 
ROM British Vitamin Pro- 
ducts Ltd. comes the second 
of a series of booklets for 
Britvic fruit juices. Entitled Into 
the Interior, and written by D. H. 
Smee with colour illustrations by 
M. Italiaander, it is even wittier 
than the first. Yet wrapped up 
in the fun is a sound hard selling 
iob, A very stout effort by Auger 
& Turner, 
* * * 


yn ES have produced a new 
catalogue of printing inks. 
Similar in style to their pre-war 
book, it shows the inks printed 
in some cases half-tone and 
others line, 

A system of code letters indi- 
cates the properties of the inks 
shown. But what a pity that the 
pictures used as specimens are 
changed several times through the 
book so that comparison of 
inexact. The publication would 
also be more useful if the colour 
bled-off, so that it could be laid 
upon another colour without the 
pages having to be folded. 

« * * 

AMUEL Jones have issued a 

booklet called The Manufac- 
turers’ Guide to Packaging and 
Packing. 

It is really a guide to the proper 
use of Gumstrip gummed kraft. 
It seems that packing depart- 
ments are extravagant by using 
too much tape which is too nar- 


Continued at foot of page 490 
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eaders who read... 


People who th 


over 3,000,000 of them 


are worth getting 


on your 


NEWS CHRONICLE readers are perhaps unusual —for a 
mass circulation — in being able to read more than head- 
lines, and think of more than one side of a question. 

They don’t merely flip through the paper to look at 
the pictures and savour the sensations. 

These are men and women who appreciate (many of 
them with a devotion that should warm an advertiser's 
heart) the compliment we pay them in treating them 
as adults. 

In short, we believe our readers represent a unique 
and very important segment of the market, largely cut- 
ting across the usual lines of class and income. 

They are important because there are over 3,000,000 
of them; more important still because of the influence 
they unconsciously exert on those in touch with them. 
Their choice of the News Chronicle shows them to be 
open-minded, receptive, able to see the point of an 
argument — or an advertisement. 

For anyone with goods, or a service, or an idea to 
sell... such an audience is well worth winning. 


* hi 


You get readers who like 


to get things straight 


side 


“Selling shoe polish 
is my 
business ” 


says 


Mr. Arthur M. Mason, | ] 


Sales and Publicity 
Director of Chiswick \ 
Products Ltd. 


6 @ THE FACT that ‘Cherry Blossom’ Boot Polish 
is a first-class product, retailing at an economic price, 
makes my job of planning a sales and advertising 
campaign easier. Nevertheless, great care must be 
taken to ensure that our ‘ story’ reaches polish users 
of all ages, particularly the housewife. 

“The News Chronicle is included in our national 
campaign for ‘Cherry Blossom’ in order to reach 
that important section of the public which shows extra 
judgment and discrimination in shopping — and fully 
appreciates that well-cared-for shoes are the foundation 
of a smart appearance. 9 9 


“NEWS CHRONICLE 


ink... 
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| @ Continued from page 486 


Design of the pack must 


bp 


HAVE YOU SINISTER DESIGNS? 


Confess— you would rather like to liquidate a 
few clients, wouldn’t you? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That’s 
right—use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs— everything ! Available in economic 
easy-to-handle sizes —4’ 0” wide and up to 5’ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 
INDUSTRIAL HARDBOARD 


Write or phone the Industrial Sales 
Department for further details and samples 


MADE IN ENGLAND BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W.10 TELEPHONE: ELGAR 5717 


not be left 


jected to shipping tests, whether 
the product is to be marketed in 
the United Kingdom only or in 
export markets. If in the latter, 
these tests will have to be very 
extensive and will take a long 
time to produce results. How- 
ever, much useful information on 
this type of problem, both for 
home and overseas markets, can 
be obtained from such sources 
as the British Standards Institute, 
the Packaging Institute, 
P.A.T.R.A. and the Institute of 
Export, and before extensive tests 
are laid down, full use should 
be made of existing reports. 


TEST FOR PACKS 


In conjunction with the planning 
of these shipment tests, considera- 
tion will have to be given to the 
final form the pack will take and 
its design, not only as a protec- 
tion for the product, but also as 
a selling aid, because sample 
pack designs will also have to be 
produced and subjected to tests 
of consumer acceptance 


The pack and its design is all 
too often left until very late in 
the development process so that 
insufficient time is left for con- 
sumer testing, storage and ship- 
ping tests and manufacturing 
tests. 

These latter tests are particu- 
larly important where a manu- 
facturer is entering a new field 
of packaging and planning to 
set up packaging machinery to 
mass-produce: considerable time 
must be allowed for testing the 
machinery and making sure that 
it can produce the required nura- 
ber of finisned perfect packs per 
hour, day in and day out. Other- 
wise, when the launching day 
comes, One may find that, owing 
to pack production difficulties, 
supplies are not available to meet 
the demand created by the adver- 
tising and the sales force. 


Consumer testing plans will 
have to be prepared to ascertain 
if any of the various forms of 
the product are acceptable to the 
ultimate user and to what degree. 
Before organising extensive field 
research plans, the Committee 
must survey all the available 
compiled information about the 
potential consumer. If the pro- 
duct is a new type and completely 
revolutionary, then it is unlikely 
that any great amount of con- 
sumer data will be available: if, 
however, the product is of a type 
already on the market, then con- 
siderable information about con- 
sumer habits of use and prefer- 
ences may already be available. 
This information must be assem- 
bled and evaluated by the Com- 
mittee before it plans its own 


to the last 


product acceptance tests to avoid 
wasting time and money cover- 
ing old ground. Trade associa- 
tions, trade papers and govern- 
ment departments all publish re- 
ports on markets and the con- 
sumers who compose them and a 
little bibliographical research at 
these sources will often save con- 
siderable time and money. 

At this stage it is not too early, 
assuming the general form and 
type of product is known, to 
endeavour to select suitable 
names for the product and pro- 
ceed through the company legal 
department to register them 
against the launching date. Many 
manufacturers have a_ file of 
registered names and trade marks 
available for immediate use, but 
if this is not the case steps must 
he taken at a very early date to 
register suitable names, 

It is not the object of this 
article to deal with the problem 
of selecting a name for a product, 
but it is important to stress that 
whatever name is chosen will, 
if the product is successful, have 
a long life and should, therefore, 
be one that js not easily dated in 
connotation or in type style. 

The next article will deal with 
the problems of testing consumer 
acceptance, 


PRINT REVIEW 


BY BRIAN HILTON 
Continued from page 488 


row for the job. This booklet 
puts them right and is worth 
having. Samuel] Jones have wisely 
refrained from using more words 
than are necessary, 

* *” ” 


LLCOCKS, the fishing tackle 

firm, of Redditch, celebrate 
this year their 150th anniversary. 
To mark the occasion, they com- 
missioned F. J. Lyons Ltd. to 
produce a very special edition of 
their Anglers’ Guide. This is a 
profusely illustrated catalogue, 
with a number of introductory 
pages telling the story of Allcocks 
and giving practical hints and 
data for anglers. 

As a piece of print, it is a 
sound, unpretentious job. A 
mass of detailed information is 
rather cleverly presented in such 
a way that the reader is gently 
lured into its pages and then com- 
pelled to linger. An angler friend 
to whom I showed it says it tells 
him just what he wants to know 

what tackle is available, what 
it costs, what it will do and, in 
many instances, how to use it to 
best advantage. Which is just 
what a catalogue is for! 
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@ Extending the... 


We are proud to announce yet another extension of the famous 


ACME service for advertisers. [In order to be easily accessible to 
all our clients and friends in the London Area, we are opening a 
Sales Office and Showroom in the West End on: 


16th MARCH, 1953 


where we shall be happy to discuss your sign and showeard needs 
any time! 


Our London Address will be 


9 SOUTH MOLTON STREET, W.1 
Telephone: MAYfair 0292 


SHOWCARDS « SIGNS |~ DISPLAY STANDS IN METAL, WOOD AND PLASTIC - METAL PRODUCTS * ILLUMINATED SIGNS 


goes to Town / 


ACME SHOWCARD & SIGN COMPANY LIMITED 


Paragon Works, Enfield, Middx. Telephone : Howard 1651 
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KL: 
(WSPAPERS 


giwe new 
Intensity of Coverage 


in a solidly prosperous area 


The newly-formed Associated Kent Newspapers 
offer you by far the most intensive coverage of this 
sharply defined area of North Kent. The wide variety 
of occupations in the area have one common charac- 
teristic: all enjoy a solid prosperity and form a 
first-class market for consumer goods and services of 
every kind. These five influential newspapers should 
be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all 
newspapers. 


CHATHAM STANDARD (Tuesday I}d.) 
NORTH-EAST KENT TIMES (Tuesday I}d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 

ISLE OF THANET GAZETTE (Friday 3d.) 

(All rnembers of the Audit Bureau of Circulations) 
TRADE DISPLAY 


(Ordinary Positions) 35/- per single column inch 
Rate Card operative from 2nd March 1953 


NET WEEKLY SALES 
B3.187 


Associated Kent 
Newspapers 


Group Accounts Office: 30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives’ E. W. Player Lid., 30 Fleet Street, E.C.4 
(Central 2786) 
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Random sample costs more 


but gives accuracy check 
By FREDERICK EDWARDS, 


general manager, British Market Research Bureau Ltd. 


ARKET research surveys 

are based on sampling 
techniques, and considerable 
attention is currently being 
paid (and rightly so) to the 
comparative merits of the 
sampling methods used. While 
many variants olf these 
methods are used, the basic 
distinction lies between random 
sampling and quota sampling, 
and the Survey Research Unit 
of London University is now 
conducting experimental work 
ty compare these two methods 
in detail. 

In discussions on theory it is 
easy to overlook the more prac- 
tical aspects. 

Ihe commercial market re- 
search practitioner sees sampling 
problems from a viewpoint which 
may differ from that of other 
statisticians in the relative impor- 
tance it Must attach to the various 
factors. ‘Lhe market researcher 
would always like to employ the 
best sampling method available: 
he would, in particular, like to 
use one which enabled him to 
calculate statistically the accuracy 
of his resulting estimates for the 
population sampled. 

This has naturally led market 
researchers to look towards 
random sampling as the most 
efficient method on those require- 
ments alone, Nevertheless, there 
are several features which have, 
in the past, limited the extent to 
which random sampling has been 
used in commercial market re- 
search surveys. These can be 
grouped under four main head- 
ings: 


(i) Can a good random sample 


be drawn? 


The survey may require a 
sample of the whole population, 
or of some particular group 
within the population. The 
researcher's first thought is to 
look for a complete list of the 
population to be covered, and to 
draw his random sample from it 
“in the office.” If such a list 
exists, all is well at this stage: 
but he may find that no complete, 
accurate list does exist, and he 
must then consider whether it 1s 
practicable to commence by 
carrying out his own census, or 
whether he can in some way 
adapt the list that is available 
without biasing the resulting 
sample. For many reasons, how- 
ever, the making of a_ special 
census is usually impracticable. 


(ii) Can the random sample be 
obtained in the field? 


Market research surveys deal 
with human populations. It is 


one problem to draw a sample: 
it ls Quite another to contact and 
interview that sample in the field. 
For commercial surveys there 
can be no suggestion of compel- 
ling the individuals in the sample 
to part with the desired infor- 
mation, and the possibility of 
“refusals” must be faced in any 
form of sampling. If the num- 
ber Of people in the random 
sample who cannot even be con- 
tacted, however, is to be reduced 
to the minimum, then adequate 
time and money must be avail- 
able. 


(iii) Is sufficient time available? 


Time is needed to draw the 
sample—a much more lengthy 
process than designing a “quota” 
sample. Time is needed to con- 
tact the individuals in the sample 
once it is drawn. It cannot be 


Random sampling or quota 
sampling? An answer has to be 
given every time a research is 
started. In a recent paper to the 
Association of Incorporated 
Statisticians, Mr. Edwards ana- 
lysed the problem. An extract 
from his paper is given on this 
page. 


expected that everyone will be 
found at home when the inter- 
viewer first calls: in a high pro- 
portion of cases two, three or 
even more calls will be required. 
In quota sampling the inter- 
viewer who gets no answer at the 
door or 1s refused an interview 
will simply select another inform- 
ant who fits the correct descrip- 
tion in terms of sex, age, 
occupation, and so on. This is 
not stated as an argument in 
favour of quota sampling on 
theoretical grounds, but merely 
to point the obvious conclusion 
that it takes far less time. 

The total time required for 
field work on a random sample 
of given size could, of course, be 
reduced by using more inter- 
viewers. If 30 interviewers would 
take a month to cover the 
sample. then 60 could do it in a 
fortnight. But where are the 
other 30 interviewers to come 
from? <A commercial research 
organisation will have a limited 
staff of trained interviewers, and 
new recruits for a special survey 
cannot be engaged and trained at 
a moment's notice. It may be 
added, too, that random sampling 
demands first-class interviewers 
who will not merely conduct a 
satisfactory interview (for quota- 
sampling also demands this) but 
are also prepared to work outside 
normal hours to contact their 
informants, and not to be dis- 
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Northern General Transport 
Co. Ltd. 


Sunderland District Omnibus 
Co. Ltd. 


Tynemouth & District Trans- 
port Co. Ltd. 


Tyneside Tramways & Tram- 
roads Co. 


Gateshead & District Omnibus 
Co. 


Ribble Motor Services Ltd. 


East Yorkshire Motor Services 
Ltd. 


Hebble Motor Services Ltd. 


Yorkshire Woollen District 


Transport Co. Ltd. A market of 


Yorkshire Traction Co. Ltd. 


—— & Swinton Trac- 3 e e 
! e 
y] Millions 


North Western Road Car Co. 
Ltd. 

The 20 bus companies represented by the Advertising 
1 ne Tae ee Department, the B.E.T. Federation Ltd., serve a popula- 
tion of 23 millions, operate over 7,000 buses and carry 
1,691 ,000,000 passengers yearly. There is no more effective 
means of reaching so many people at such low cost than by 
advertising on the buses controlled by the B.E.T. Federation. 


Potteries Motor Traction Co. 
Ltd. 


Trent Motor Traction Co. Ltd. , 


Birmingham & Midland Motor 
Omnibus Co. Ltd. 


Stratford-upon-Avon Blue 
Motors Ltd. 


South Wales Transport Co. Ltd. 


Western Welsh Omnibus Co. 


aie BUS ADVERTISING 


Gets around to Millions 
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The Advertising Department 
THE B.E.T. FEDERATION LIMITED, STRATTON HOUSE, PICCADILLY, LONDON, W.!. TEL: MAYFAIR 8886 
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Random sample costs more —continued view, therefore, We can distin- 
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Time factor aflects the choice Si" {ior a for Ideal 


mayed by any series of temporary 
failures or rebufls they may meet, 

While tume means money and 
therefore affects cost, time 1s of 
importance in itself in market 
research for two reasons. In the 
first place, the results are always 
wanted quickly so that the 
appropriate action can be taken 
If the survey is going to take too 
long, then often it may as well 
not be started because the prob- 
lem will have had to be solved 
without its help. In the second 
place, conditions in many mar- 
kets are constantly changing, and 
if fieldwork were to last six or 
eight weeks the results of the 
survey might be distorted by 
such changes as price alterations, 
the introduction of new brands, 
and so on, occurring during the 
fieldwork itself, 

For some specialised surveys 
there is an additional time prob 
lem which will only be men 
tioned. here in passing. If it is 
essential for a group of inter- 
views to be made on a particular 
day, then assigning more inter- 
viewers to the survey will not be 
the complete answer. Suppose 
the interview is asking which 
radio programmes have been 
listened to on Monday, and to 
put all Jnformants on the same 
footing as regards memory or 
forgetfulness it is desired to make 


KAYE’S 


HONEYPOT LANE, LONDON, N.W.9. TEL: COLindale 8822 (12 lines) 


guish two types of survey: 


(1) a short, simple questionnaire Special pack 


work costs are here a high 
: proportion of total cost, and Home show 
all the interviews on Tuesday: consequently the extra cost 
then clearly anyone in the sam of random-sample fieldwork 
ple who is away from home on will result in a proportion- 
luesday must be lost to the ately high increase in the 
survey —and it is no help to know total cost of the survey. 
that a further call on Wednesday (2)a long, complex question- 
or Thursday would have found naire resulting in a héavy 
them in, Fortunately, this time report with complicated 
problem does not often arise in tables and analyses. Here 
so clear-cut a form, but it is fieldwork will not be so large 
worth remembering that a ran- a part of the total cost, and 
dom sample cannot be spread consequently the increased 
evenly over the days of the field 


cost of using random samp- 
work in the same way as a quota ling will not mean such a 
sample can be. 


proportionately high increase 
in the survey's total cost. 

(iv) The cost of random sampling This concept of “total cost” is 
important to the commercial 
researcher, as it is, maturally 
enough, the only figure in which 
his client is interested. Faced 
with a simple problem for which 
an adequate survey by quota- 
sampling methods might cost, 
say, £500, the researcher will find 
it difficult to make out a case 
for using really watertight ran- 
dom-sampling methods and_ in- 
creasing the cost thereby to, say. 


Both in drawing the sample 
and in obtaining the interviews 
random sampling is more expen- 
sive than quota-sampling. The 
report on the survey will, on the 
surface, look just the same; the 
difference is the invisible one 
that the results of the random 
survey should be capable of 
having their accuracy calculated. 

Now the extra cost of random 


This special HP Sauce souvenir 

» ‘ aaniiai > Y ackage in the form of a carrier 
sampling lies mainly in contact. £1,250. On the other hand, if ee emis pon fare ta 
ing the sample: the time (and the problem is complex and 


therefore the cost) of conducting sufficiently important to his bottles—HP — HP tomato 

the interview itself remains the client an increase in cost from ‘¢/hwp. and HP salad’ cream 

same. The cost of tabulating £1,000 for quota-sampling to is sold from the HP Sauce 

and reporting on the resulting £1,750 for using random sampling ‘and at the Ideal Home Exhibi- 

information also remains the is more likely to gain approval ‘ion for Is. 

same, ; : : although the absolute difference Designers were Richard Lons- 
From a commercial point of nN cost remains the same dale-Hands & Associates. 


to detect the difference between 
the typewritten matter on this paper 
plate and the 500 copies printed from it. 


The illustration shows a typed ‘‘Rotamasta"’ paper plate, with the 500 copies printed from it on a Kaye's 
Rotaprint. Most people can tell a ‘‘duplicated’’ copy—they mentally dub it as a ‘‘Circular’’, but even 
the hard-bitten knowing types in the business and commercial world would find it difficult to detect the 
difference between the original typing on a ‘‘Rotamasta’’ paper plate, and the copy printed from it on a 
Rotaprint machine. The remarkable part about this super quality reproduction is that it costs so much 
less than inferior forms of duplicating. 

This feature alone justifies the installation of Rotaprint in every modern office, but Rotaprint is more 
than a duplicator. It is a printing machine equally efficient for the reproduction of all types of ruled forms, 
drawings, photographs and illustrated literature in one or more colours. If you would like to see a few 
samples, fill in the Enquiry Form below. It will place you under no obligation whatsoever. 


Soe eM ee ee ee a) ee ey Ser er ae 

| ROTAPRINT ENQUIRY FORM | 

| Please send, without obligation, printed specimens and full details of | 

| Rotaprint. | 

f | NAME | 

(=) ll) a | 
Pin this Enquiry Form to your letterheading and post to : 

| Kaye’s Rotaprint Ltd., Honeypot Lane, London, N.W.9. | 
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IF IT’S QUALITY & SPEED YOU NEED 
— IT’S A JOB FOR 


Visplay Craft hid 


THE MECHANISED SCREEN-PROCESS PRINTERS 
88 ACRE LANE, LONDON, S.W.2 


Factories at: 


Brixton 7871 Brixton and 
(4 lines) Brixton Hill 
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in the country’s 


SECOND LARGEST MARKET 


the South East Lanes conurbation the 


MANCHESTER EVENING NEWS 


distributes 


MORE COPIES THAN ANY 


OTHER DAILY NEWSPAPER 


MORNING OR EVENING 


NATIONAL OR PROVINCIAL — 
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concentrated in urban areas 


SOUTH EAST LANCASHIRE 
CONURBATION 


~ ‘ 
ao 
¢ 7," 


cc? men ve ) 
ss 


ecumne eo 


{ ! 
~ J 
a) 
sf 
woes 
’ ° . ‘ . . 
t+ » 4 r ‘ 


Division and sub-division boundaries. 
= I Commercial and industria! centres: 
— If Mainly residential areas: pre 1914, 
IIL Static residential areas: pre-1914. 
IV Expanding newer residential areas. 
Vv Crescent of industrial towns. 


old housing. 


Ashton Under Lyne U.D 
Dukinfield M.B. 
Alderley Edee U.D 


1 Little Lever U.D. 4. Failsworth U.D 
2. Prestwich M.B. 5. Droylsden U.D. 8 
3. Lees U.D. 6. Audenshaw U.D, 9 


Over 90 per cent of prospects are 


Two of Britain's seven major conurbations fall into 
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the area surveyed here (Lancashire, Cheshire and 

the Peak district of Derbyshire). They contribute 

heavily to the total of town dwellers which is higher 
here than in any other provincial region. 


A HIGH proportion of town 
dwellers—people, that 1s, 
who are comparatively easily 


reached by advertising mes- 
sages through all kinds of 
media-—is one of the pre- 
dominant marketing features 
of the north western region. 

In an area of just under two 
million acres live a total of 
6444461 people. This compares 
with over five million acres for 


London and the south east, the 
only area in Britain with a higher 
population figure 

This high concentration gives 
the north west a density of popu 
lation which, on average 3:3 
persons per acre-—-is higher than 
that of any other provincial 
region. The percentage of people 
who live in urban administrative 
areas, at 93 per cent, is also the 


highest among the provincial 
regions 

Chief reason for this pre 
dominantly urban population 
must be the fact that in this 
region are to be found two of 
the seven major conurbations in 
the British Isles This is the 
only region to include two of 


these major conurbations 

The South East Lancashire 
conurbation. centred on Man 
chester, is the second largest of 
the seven, containing 2.421.000 
people. The area was broken up 
in the tables recently published 
by the Registrar General as pre 
liminary results of the population 
census These divisions are in 
dicated on the map 

The most interesting feature in 
the break-down is the crescent of 


industrial towns which forms a 
part of the conurbation but 
which, in certain senses, must be 


considered — separately These 
towns include Bolton, Bury, 
Rochdale and Oldham, three of 
which have newspapers of thei 
own and must be considered as 
separate entities from the adver 
tising if not the marketing point 
of view, 

The second conurbation jn the 
region, Merseyside, accounts for 
1,382,000 people over 15 and is 
divided into only three groups 
(see map on page S00), Popula 
tion is highly concentrated, par- 
ticularly in the central areas 
which cover Liverpool, Birken- 
head, Wallasey, and Ellesmere 
Port. (See map, page S00.) 

These two conurbations ac 
count for ‘9 per cent of the 
population of the region. More 
details about them were given in 
a recent ADVERTISER'S WEEKLY 
supplement (February 12 issue) 

In an area which is so pre 
dominantly urban in character it 
is not surprising to find a number 
of other urban areas or large 
towns which. from the marketing 
point of view, must be considered 
as additional centres. A further 
14 areas in this region fall into 
the category. All have popula 
tions of over 50,000. They are 
all centred on one large town, 
with populations as follows 

Blackpool 230,294 


Burnley 163.907 
Preston 147.041 
Blackburn 111.217 
St. Helens 110.276 
Wigan 104.960 
Leigh 87.401 
Southport 84.057 
Warrington RO.6R1 
Barrow 77.867 
Widnes 7? 728 
Chester §7.28? 
Crewe 52.415 


Lancaster 


51.650 


en . a, =a 4 as) a Le 
ae i ae - 3 _— A = 
a ee ee) 
Pe 497 ee : 
; 
ii ee ee ee 
Se ERR ES St SS SS Se A Sn enSnnt  eec cs css 
titan tinea tetera Ronen 6 Seana SER GES ERROR 4dhninrn ana ae eeaaaaS SSeS eas SNS 
wiiaapeatomiat na te nea ene ER EEE ESS Pen SS 5 | Sa ee ca ; 
ae PR ree eS eas io S .< ~j See bo se 6 koe So } Se 
Re RR ae Rican Su caesarean cea IT SOREN eR RNS RE Siete tay San 
eeeasassseteieie nee ee eee ESS tae een ene On ns a ise SNe 
Sie ce a Nn a a a a 
SR aS psa ccc re ee eae Soe Se ee rene 
IRE | RRR a Ss Sa Sees Cramer ———- o. ss Se besten. oe eegite ot 
pins §6 seme? =| a oe | Se = SS He Sean Seeman 
Rommmmnnmnnies: || Sin paar Soames | | Geeoamn Socccce, "aa So | Sano Sesaaes ona a 
ps Siena is wey See Soa ee ia ——— = fs Fo 86} ie Area 
Wiatatatettdstcteteerie tetcrrnenet tacts ecenarenet 0 icone a eeitieien se) peaneneniee SER nate teh Rescssstetnts es sears nese & se Sone 
si scien ements eer oem cae Biaanaiorieti ona aie anak nanat ee ot Sioeeets Ss Rasen : 
Pescara Baers ike a parse me see na Seer mee 
Rea ante RRR RRR RS MR ee AER RRR RS SR RRR OR EOE Oem aes. Seka ; 
Seema a i RS St ae a fee penta tad Sis ae eS : 
see ee as RS % soma ee Be. Seas saa paeranarae Soe Bete oes Raitt onsen 4 
SPR RR NR a Ra RRR a OS RRR I 9 An a sen Meet Spanair RRR SS : 
‘ Benoa piano ie Sie a Rs Becta cient oti ae 
ERRNO RD Ss Sess SR SR RNS RM ee ee : 
tee ORR he SR RN OO OR OO RE RO a 
te es a | le ee See =< &§ se © eae ay oe Soman Bocca es a 
Bhnaicnconsumraantennns sats oie Po ecu BS ad Bion aoe s “ 
Bites | ee mm ££ rs =~. F&F 7 3 | : 
Miraactentetsnaetene onto neon ’ eee So s See See - a 2 SES Be SS eee eee 
rretenntetianienesn tiene enna ee ME EE Ba a Ss RE Be re 
} 
. 
ee 
7 
¥ ? 
SCPSSSSSSSTE SESS EASES SESS S SHEE Se SESE S TESS SESE ESSER eee eeES EERE RE SS EEEEREEEEeEeEEe EE, J 
H 7 | 
i : 
: . 
: . 
H H 
: . 
- s | 
H H 
H H 
: : 
3 a 
H . 
. : ; 
. 
. 
4 
“wer rs 
\ f ; 
\ rn J ; 
aw . 
1 f i ee UT) teomoven 
somectioe we / \ ) oe 
rere ve ~ f i { ‘ 
, " js \ \9 
Guanes 7 7 vorvieston’ ) Y 
f ' ~~ oe | 5 rence - 
J f ~ pp ' > —— { wamow ve | 
on 
ar ve i over co a , Le. 
oem 4 f a al eae 
a 4 cornice \s ony -~t aunt we 
a . a r \ * 
? ae PSS, ssocuert o r- b. deveen td . 
me, , oe i y “4 ; 
ve J } , ‘ q _ 
, ( Keanmnotnfl won troe we ; 
C etsrmoventon = ~.. ; . y 
"é = } pm etary owners ye 4 ones 4 . 
: * 8 ’ / 
aS Sarid FRY atest 
MK en ee NS al SF xe ut 
, st ems ey | Smanee gee ‘ “4 PE9) b wopner ee 
mene fe J =e i ae *) , ri i | 
we gr 4 —_ % < Lf a ® . ) 
> Ft onrm ee a 2 5 recsomone ] 
5 P / 
” te bh “* 
L fens © , 3 { lw 
nen yo # otuad ¥ . » eee ‘ 
ve 7 oe - ‘ pone _ ve b, 
Y mesue "F tance 0% { . se om oe 
/ 
2 la 
‘ Vr 
co? f * » Momeee ae « 
- Se ee | 
meee ™, f a ; 
pe , <= wone 4 a 
ve Be, ee if a 
i ~~ 5 } ed eee 
» 4 °° 
ocnow re 4 ? . 
¢ 
. Oe , 
4 es 
i 
ait! 
pts 
ha! 
‘, 
Pe 
by 
Ts v4 
w 
- 
; 
pe - 
Pp Po ; 
: 
¢ . 
i -~ a a « om, | “ai te os > ae . Pe Ao » 


ae 


ong 
at 


Bh 4% 


é tas is tae Saaancameamnaihdia ; 


ADVERTISER'S WEEKLY 


498 


MARKET SURVEY OF LANCASHIRE AND THE NORTH-WEST 


Population movement away from towns 


these 14 minor 
together with the 
two major ones already men- 
tioned account for 5§,235,032 
people, or 81 per cent of the 
total urban population of the 
region. 

Ihe picture one gains is that 
the region, with the exception of 
small areas to the extreme north 
and east, is predominantly 
urban. This has not always been 
so, and many people still regard 
most of Cheshire as a_ rural 
hinterland to the Merseyside 
conurbation, In fact there is a 
continuing tendency for the great 
conurbations not only to expand 
outward but also to loose popu- 
lation to the surrounding dormi- 
tory areas, 

The preliminary figures from 
the 1951 census show how far the 
process has gone in the last 20 
years. In spite of increases due 
to natural growth, Manchester, 
Liverpool and Salford have be- 
tween them shown a decline in 
population of 174,000. A con- 
siderable proportion went down 
into Cheshire, though one has 
also had to take into account 
the migration from Merseyside 
right out of the region in the 
1930's and some dispersal into 
the Lancashire countryside and 
coastal towns. In Cheshire itself, 


Altogether 
conurbations 


Continued from page 497 


Chester, Birkenhead and the other 
county boroughs have had, on the 
average, negligible increases in 
population. ‘The smaller towns 
and urban and rural! districts are 
where the population has swollen. 
Several of these places close to 
the northern border of the 
county have had individua] in- 
creases of over 10,000. 

The Preliminary Report on the 
1951 Census shows that 
Cheshire’s population increased 
16 per cent between 1931 and 
1951. County boroughs showed 
an increase from 422,000 to 
434,000 (three per cent); muni- 
cipal boroughs and urban districts 
went up from 517,000 to 635,000 
(a 23 per cent increase); and rural 
districts from 148,000 to 189,000 
(28 per cent). 

The Lancashire overall figure 
is not as striking at one per cent 
increase. The figures for the 
various types of administrative 
areas are more telling, however. 
County boroughs actually de- 
creased by six per cent (from 
3.260.000 to 3,070,000); but muni- 
cipal boroughs and urban districts 
went up I] per cent and rural 
districts showed an increase as 
large as 43 per cent. 

This movement might have had 
serious effects on the planning of 
advertising and marketing cam- 


Tae 


BOLTON 


(town 
centre) 


paigns. It is offset to a large 
extent, however, by the fact that 
while a large number of people 
have moved from the centres, em- 
ployment has not. 

One result is that many thou- 
sands of people do their shopping 
and seek entertainment in Man 
chester and Liverpool who would 
probably not bother to travel 
into the cities but for the fact 
that they work there. Where 
the distance to be travelled is not 
too great, advantage is often 
taken of season ticket facilities 
to nip home for a solid Cheshire 
tea and then return in the even- 
ing to dance hall, cinemas or 
theatres. 

Apart from those who go to 
work in Liverpool and Man- 
chester, there are several thou- 
sand who cross the Mersey every 
day into Widnes, Warrington and 
other south Lancashire towns. It 
is not easy to calculate with any 
precision the total volume of this 
daily ebb and flow, On only one 
occasion have any accurate 
figures been provided, and that 
was in the Workplace Tables of 
the report on the 1921 Census. 
According to one set of observa- 
tions made in 1948, about 80,000 
manual and blackcoated workers 
come into Liverpool and Bootle 
from the Cheshire side every dav 
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N.E. Lancs. a 


development area 


HE textile slump 
longer with us. 

One of the troubles of Lanca- 
shire has been the dependance of 
var.ous parts of the county on 
one section or other of the cot- 
ton industry. The development 
areas scheme is specially designed 
to counter this type of one- 
industry economy. 

An area which falls into this 
category is the weaving area of 
north-east Lancashire embracing 
Burnley, Nelson, Colne and Padi- 
ham. Pressure had for long been 
brought to bear for the schedul- 
ing of this part of the cotton 
belt as a development area. 


is no 


yo RKSH Ay P 
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The “Manchester 
map of the development area. 


Guardian's” 


CIRCULATION AREA 


BOLTON EVENING NEWS 
LANCS JOURNAL SERIES 


In the area coloured white there are 100,000 houses. The 
BOLTON EVENING NEWS enters over 83,000 of them, 
Newsagents delivering the copies to the homes daily. 


In the white and stippled areas combined there are approxi- 
The LANCASHIRE JOURNAL 
SERIES of six weekly newspapers has a circulation of over 
85,000 copies in this combined area. 


mately 120,000 houses. 


MEALHOUSE LANE 
BOLTON, LANCS. 
Telephone: Bolton 1993 


Advert. Manager: Wm. Sheppard London Manager: C.A. Miles 


These six weekly papers are kept and read carefully by all 
members of the household. They are truly family newspapers 
with immense pulling power. 


By using the BOLTON EVENING NEWS and LANCASHIRE 
JOURNAL SERIES you are assured of a blanket coverage of 
Bolton’and District which is unobtainable by any other news- 
paper or group of newspapers in the area. 


RATE 21/- per s.c.i. both DAILY & WEEKLIES 


TILLOTSONS NEWSPAPERS LTD. 


6, ARLINGTON STREET 
LONDON, S.W.1 
Telephone: GRO 5220 
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The Census 
and the North-West 


Lancashire and Cheshire together are more densely 


populated than any other county outside the London 
area. Lancashire has more persons per acre than any other 
county, except Middlesex. Employment, too, is denser in 
the North-West—the proportion of households with two 
or more earning members is considerably higher than 
the average for Great Britain. 


A more than usually intensive advertising coverage of 
the North-West is essential. These indices and many 
other facets of the Census prove it. Whatever the eriteria 
used, an adequate density of advertising impact can only 
be achieved through some or all of these Kemsley 
newspapers— 


DAILY DISPATCH EMPIRE NEWS 


EVENING CHRONICLE + SUNDAY CHRONICLE 


(MANCHESTER) 


NORTHERN DAILY TELEGRAPH 


(BLACKBURN) 


STOCKPORT EXPRESS - MACCLESFIELD TIMES & COURIER 


KEMSLEY NEWSPAPERS 


Manchester - Blackburn + Stockport + Macclesfield + London 
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SOUTHPORT 


Series of Newspapers 
COVER THE RESIDENTIAL AND AGRICUL- 
TURAL DISTRICT OF SOUTH WEST 
LANCASHIRE ON TUESDAY, THURSDAY, 
FRIDAY and SATURDAY 


CERTIFIED NET SALE EXCEEDS 


— a a 
ao —=Ormsron 
7 a A ™, 
/ C Are : 0m, OC Longion _Damber 
covered. y the ‘Arnage 
ONesketh Bank + | | 
*% ( Leyland. l 
Ofanks Ofarieron, 4 
wi” fon Choe oY 
= NOUTHPORT sof! Ofecteston 
vow ica 1 \% 
ae 
oni! rnin | 
ral a// 
ona OH 
4 
~~ a Jhelmer 5. eet 


VISITER 


: 34.000 
“ Southport Visiter Southport Journal 
Crosby Herald Bootle Herald 
a; Head Office: 
fo 28-32 TULKETH STREET, SOUTHPORT 
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MANCHESTER POSTER SERVICES LTD. 
27, 29, 31 BOOTLE ST., DEANSGATE, MANCHESTER, 2 
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THE NORTH-WEST 


Trade by the North West 
Regional Board for industry. 

At the end of last vear after 
the area had gone through a not 
easy period and was just begin- 
ning to find its feet again, the 
President agreed to these and 
other demands, In the House of 
Commons he announced that he 
proposed to schedule parts of 
North-East Lancashire (the area 
embracing Burnley, Nelson, Colne 
and Padiham) as a Development 


“In the short term, efforts are 
being made to get new industries 
into existing buildings in the 
worse-hit areas and to get defence 
work for those industries already 
there,” G. S. F. Ritson, the 
Association’s director, explained 
recently. 

“The Association, however, is 
concerned as to the long term and 
has been pressing its policy of 
diversification. It is suggested that 
the scope of the Distribution of 


} 

| Area. Industry Act should be extended 
| The Board of Trade can now _ so that the President of the Board 
| take powers to build factories of Trade may be empowered to 
|} and lease them on advantageous assist financially the establish- 
| terms in a bid to attract new ment of new industries. 

| industries. “What is needed is Govern- 


This scheduling is likely to be 
of considerable help to the Lan- 
cashire Industrial Development 
Association which strongly ad- 
vocates the introduction of a 
wider variety of industries. 


ment action which will have the 
effect of encouraging the efforts 
of hard-hit towns to help them- 
selves and arouse the desire of 
new industries to come to Lan- 
cashire.” 
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Division and sub-division boundaries. 


Bs 1 Dockside and commercial centre. 
Il Static residential areas: pre-1914. 
Ill Expanding newer residential and industrial areas. 


1. Litherland U.D. 2. Huyton-with-Roby UD. 
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Happy and Glorious! 


Amongst 50 notable British manufacturers 
we are happy to serve, many make a Glorious 
contribution to Britain’s Export Trade 


—You know at least two :— 


ROYAL DOULTON 
BURSLEM 


for Press and Printing. 


POTTERIES 


LEYLAND MOTORS 


for Printing. 


LIMITED 


If you do not compete with present clients 
—let’s help you. 


C 


CROSS - COURTENAY 


LIMITED 
ONE BRAZENNOSE STREET, MANCHESTER, 2 


ASHTON - UNDER-LYNE 


REPORTER 


GROUP OF WEEKLIES 


13 papers circulating in the rich 
industrial and agricultural territory 


0! 

SOUTH EAST LANCASHIRE 

NORTH DERBYSHIRE 

NORTH CHESHIRE 

WEST RIDING OF YORKSHIRE 
— one unbroken area! 


96,677 


NET SALES A.B.C. 


London Office: 
Cc. P. R. Crane, 


Head Office: 
Market Square, 
Ashton-under-Lyne 
Tel. Ash 1831-2-3 


Tel. Cen. 6820 


44/45 Fleet St., E.C.4 


...in EVERY Lancashire 
PRESS CAMPAIGN 


%7,100°, coverage of 
the whole of the area 
is assured with the 


WEST SOO Sarees 
VENING GAZETTE 
VENING Gaze 

| 

| 64,480 ABC - 15 - Flat 

| HEAD OFFICE : VICTORIA ST. BLACKPOOL 


London : George Jackson, Cliffords Inn, Fleet Street 
ae i 


Leeds : Strachan, Wellington Hill, Shadwell 


52,37 Zerit 


bought the 
ST. HELENS & DISTRICT 


REPORTER 


and 
PRESCOT & HUYTON 


REPORTER 


EACH WEEK 
| DURING 1952 


| The ONLY A.B.C. Papers 
| published from these towns 


INCLUSIVE RATE FOR BOTH PAPERS — I5/- 


134 FLEET STREET, E.C.4 


CENtral 7620 


| 73 CHURCH STREET 
ST. HELENS 
St. Helens 2285 (3 lines) 


SINGLE COL. INCH 
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Domestic washing machines 


Grafton fabrics 


important branch of the 
English Electric Co,. itd 
131 Fleet St., E.C.4 


Brick-making and an 


Calico printing 


London Office 
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The ACCRINGTON OBSERVER & TIMES 


Commercial printing 

Ewbank carpet sweepers 

Riley's billiards tables 

Head Office ACCRINGTON 


Soap-making 
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OLDHAM 
EVENING 
CHRONICLE © 


The only Daily Paper 
published locally 
(Monday to Friday) 


over 42,800 per issue 
and still increasing 


OLDHAM 


CHRONICLE 
(WEEKLY) 


affords a complete cover- 
age of this prosperous part 
of Lancashire 
* 
Head Office: 
UNION STREET, OLDHAM 


London Office: 


134, FLEET ST., 
* Phone: CEN. 7620 

Members of A.B.C. 

STU TTT TTT TM URAL UR 1 1 


E.C.4 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


POSTER ADVERTISING 


ASSOCIATION 


High proportion of shops 
per head of the population 


| ETAIL distribution, one 

need hardly say, can make 
or break an adverlising cam- 
paign. However much an ad- 
vertisement persuades a man to 
buy a product, it will have 
tailed if there is no Opportunity 
to buy. 

jt us relevant, therefore, lo 
examine briefly the retail struc 
ture of our area. Britain's Shops, 
the statistical! summary prepared 
by the Board of Irade in con 
nection with the Census of Distri- 
bution, teiis us that in the north 
west there are approximately 1/5 
shops per 10,000 of the popula- 
tion. This is a figure well above 
the average for Great Britain and 
greatly in excess of anything 
encountered in other regions. 
Ihe next nearest is the remainder 
of the London and south-eastern 
region (outside Greater London) 
with 155-4. Its nearest provin- 
cial neighbour—the East and 
West Ridings of Yorkshire—has 
155-1. 

For individual types of trades, 
the number of shops per 10,000 
population is as follows: 
RETAIL SHOPS 1398 

Grocers, dairy shops 349 

Butchers : : ta 10°2 

Fishmongers, poulterers - 19 

Greengrocers, fruiterers ae 

Bread and flour confectioners 

Other food and drink 

Gencral shops ee 

Confectioners, tobacconists 

Newsagents 

Boot and 

Men's wear 

Women's and children’s wear .. 

Hardware ’ 

Electrical goods 

Booksellers, stationers ae 

Chemists’ wares, photographic 

goods : » 

Cyc.es and cycle acc 

Furniture, music 

Jewellers 

Leather, sports 

Department and 

Builders’ materials 

Other retail shops . ee 
SERVICE TRADE ESTABLISHMENTS: 

Restaurants, cafes, ct . 3 

Hairdressing 

Boot and shoe repair 

Other repair establishments 

Motor trade establishments 


- 
~NwAm wea 


rt w aso = 


shoes 


Neve 
we te 


fancy goods .. 
Varicty stores 


In all but five cases the num 
ber of shops in individual cate- 
gories is also greater in the area 
than for Britain as a whole. The 
five exceptions are fishmongers 
and poulterers, general shops, 
booksellers and stationers, depart- 
ment stores and motor trade 
establishments. 

Ihe historical reasons for the 
superior number of shops in the 
north-west cannot concern us 
here, but one may hazard a guess 
that the density of population 
(greater in the north-west than 
anywhere else in the provinces) 
and the multiplicity of distinct 


urban administrative areas, have 
something to do with it. 

It is worth noting that there are 
in Lancashire 111 urban areas 
inside 1,973,088 acres, in the East 
and West Ridings 88 inside 
2.535.877 acres, but in the 
northern region, where the 
figure of shops per 10,000 is the 
lowest of all regions at 127-6, 
there are 74 urban areas in 
4.780.990 acres. 

Particular interest however, 
attaches to “Bread and Flour 
Confectioners” which at 7:1 per 
10,000 are far more common than 
in any other region. Similarly, 
confectioners. tobacconists and 
newsagents show up very highly. 
Among more durable goods it is 
perhaps worth noting that shops 
dealing in women’s and children’s 
wear are extremely common at 
14:3 per 10,000. This region also 
tops the list in hardware and 
chemists shops. Department and 
variety stores are lower than one 
might expect at 0°4 per 10,000 as 
compared with the average for 
Great Britain which is 0°5. 


H:G:- 
HARRIS 
Ltd. 


Incorporated 
Practitioners in 
Advertising 
6 
British and Overseas 


e 
PRESS 
OUTDOOR 


e 
FILM 
ADVERTISING 


26 CORPORATION St. 
MANCHESTER, 4 


33 MERRION St. 
LEEDS, 2 
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Advertisers can buy 140 
press ad. ‘packages’ 


The size and characteristics of the area under 
survey (Lancashire, Cheshire and the High 
Peak district of Derbyshire) and the number 
and types of people who live in them have 


been described in previous surveys. 


Here our 


correspondent, member of an advertising 
agency media department, discusses one way 
of reaching these people with the advertiser’s 
message. He analyses, with the help of ‘‘Adver- 
tiser’s Aid’’, the press of the North West. 


F we accept the definition of 

a newspaper as a publica- 
tion with a separate name 
regardless of the frequency of 
publication or its association 
with other newspapers, then it 
is possible to say that there are 
160 newspapers in the north- 
west. Ihey are divided as 
shown in Table I. 

But to advertisers, newspapers 
are primarily vehicles for carry- 
ing advertising messages to the 
public. What they really need to 
know is how many “advertising 
units” there are in the area. That 
is, they want to know how many 
different media packages can be 


bought and what they are. With 
this information it is then pos- 
sible to move on to the more 


important questions: “How many 
different people do these units 
reach, in what parts of the region 
and at what cost?” Looked at 
from this point of view there are 
140 different press media pack- 
ages to be bought in the north- 
west. It is these that we shall 
examine here. 

First of all let us deal with the 
more straightforward advertising 
units, namely, the mornings, 
Sundays and evenings. 

There are 10 evening papers, 
some of which have an influence 


I—SLUMMARY OF NEWSPAPER SITUATION IN THE 
NORTH-WEST 


extending beyond the boundaries 
of the region. Most of these, 
however, as 1s the habit of even- 
ing papers, chiefly serve the more 
densely populated towns where 
their head offices are situated. 
lable IL shows the towns of 
origin with their populations. 
The mornings, three in num- 
ber, cover the area intensively, 
but also have substantial sales in 


other areas, Manchester contri- 
bultes two mornings and Liver- 
pool one. The three Sundays, 


originating in Manchester, have 
an even wider distribution; they 
can, in fact, be regarded as 
national media. 

As far as the evenings and Sun- 
days are concerned, it is interest- 
ing to note figures given in the 
Hulton Readership Survey 1952 
where it is stated that 93 per cent 
of the adult population in the 
north-west read Sunday papers 
and 66 per cent read evenings. 

When come to deal with 
the the situation is 


we 
weeklies 


rather different and it is here 
that the idea of “advertising 
units’ becomes important. 


First of all there are the indi- 
vidual papers, Out of a total of 
145 different weekly newspapers 
there are only 36 which are not 
associated with any group and 8 
of these are what might be 


TOTAL | Mornings | Fvenines | Sundays 


aa ae 


Weeklies 


| - — 
' Groups & Other 
series 


Different newspapers 11 


, 

: 
No. in S.E. Lancs. con ss] 2 
No. in Mersey con in 1 
No. elsewhere ws _ 


10 ww 
j 7 


3+ 


; 
_— ~ 
‘ _ n2 


II—EVENING PAPERS IN THE 


NORTH-WEST 


Town of Circulation Population 
Name of paper origin of paper of town 

North-Western Evening Mail Barrow-in- i 

Furness 27,239 | 67,473 
Northern Daily Telegraph Blackburn 104,144 111,217 
West Lancashire Evening Gazette Blackpool 61,504 147,131 
Bolton Evening News Bolton 82,035 167,162 
Liverpool Echo Liverpool 87,267 | a0 £30 
Evening Express Liverpool 94,025 ' a 
Evening Chronicle Manchester 249,800 703.175 
Manchester Evening News Manchester 0,245 7, er 
Oldham Evening Chronicle Oldham 41,226 121,212 
Lancashire Evening Post Preston 115,060 119,243 
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| BIRKENHEAD 
EWS GROUP 


Covers the Wirral Peninsula 


FLAT RATE 


12'- 


s.c. inch 


44,788 


A.B.C. Weekly Net Sale 


Head Office : London Office : 
62/68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 
Telephone : Telephone : 
Birkenhead 1570 CENtral 2626 


...A NAME in Advertising known not only throughout 
Lancashire but also in many other parts of the 
country where clients, both large and small, 

have retained their original faith in the FORBES KEIR 

SERVICE. Many of these clients have been 


with us for over a quarter of a century 


We are fang for @ first-class visuatliser — who may be 


already in a good job but is looking for something better 
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There are people who do not believe anything unless they 
see it in their LOCAL NEWSPAPER. What goes for news 
goes for advertising. 


No campaign is complete without 
THE CHORLEY GUARDIAN 


AND 


THE LEYLAND GUARDIAN 


the LOCAL NEWSPAPERS for the prosperous 
industrial areas of Chorley and Leyland. 


Head Office: 34 MARKET STREET, CHORLEY. Tel. 2705 
London Rep.: E. W. PLAYER, 30-32 Fleet Street, £.C.4 
Telephone: CENtral 2786-7-8 
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AT THE MOUTH OF THE MERSEY . . . . 
tHE Bootle Times series 


(Bootle Times, Walton and North Liverpool Times, Waterloo and Crosby 
Times) 


Serving 250,000 people within a sixpenny bus ride 


Head Office 


@ 30 “ORIEL ROAD, BoortE, [svenroot 20 
Pg Telephone : BOOTL 
- London Representative : 
nee George Jackson, Clifford's inn, Fleet St., London, E.C.4 
f Telephone : HOL 3 
:- Established 1876 Published Friday 
hag The only papers printed between Liverpool and Southport 
Bes 
S- nn ‘ 
Pal : For 
% MODERN 
hi requirements in 
Be POSTER ADVERTISING 


POST BURY 


with 


(LANCS) 


BURY & DISTRICT POSTER ADVERTISING CO. LTD. 
29 UNION STREET, BURY, LANCS, TELEPHONE 197 
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termed multiple weeklies in that 
they exist under two or three 
distinct titles, but are not con- 
sidered separately for the pur- 
pose of space buying. Thus, 
although one may come across, 
for example, the Barrow News, 
Grange and Cartmel News, 
Dalton News, Ulverston News 
and Millom News, these five 
newspapers are really only one 
advertising unit with one quoted 
circulation figure and one rate. 

It will be noted also that some 
of the newspapers under this 
heading are really bi-weeklies 
and because space may be taken 
in either of the issues they should 
be regarded as two advertising 
units. As an example, the 
Rochdale Observer appears on 


Wednesday and Saturday; its 
Wednesday circulation is given 
as 27,711 and its Saturday circu- 


lation as 42,549, Somewhat natur- 
ally different rates are quoted for 
these two tissues. 

Again, bi-weeklies often quote 
a third combined rate for two 
issues and even the price to the 
public may be different for the 
different issues. For example, 
the Birkenhead Advertiser ap- 
pears on Wednesday at a price 
of 14d. with a single column inch 
rate of 6s. 3d. Its Saturday issue 
costs 3d. with a 7s, 6d. rate, while 
the combined rate for the two 
(s.c.i.) Is 9s. 6d.. thus making 
three separate advertising units 
under the heading of one named 
newspaper 

Incidentally, there are no 
newspapers in the north-west 
which publish three times a 
week, 

By far the greater number of 
weeklies in the north-west are 
parts of groups or series of 
various sizes. As Table I shows, 
out of the 145 different news 
papers 94 are associated in one 
way or another with a group or 
series Here, too, the name of 
the newspaper is of little help as 
some groups, consisting of several 
distinct papers, are treated as a 
single unit for advertising pur- 
poses. For example, the Urmston 
Telegraph series consists of the 
Urmston Telegraph, Stretford 
Telegraph, Eccles & Patricroft 
Telegraph and the Z—Irlam = & 
Cadishead Telegraph, but one 
rate is quoted for all and they 
must be regarded as a single unit 
In this respect there is little dif- 
ference between these members 
of a group or series and the indi 
vidual papers with different titles 
(or perhaps local editions) 
referred to in the previous para- 
graph. 

Some of the bigger groups, 
such as the Warrington Guardian 
series (16) and the Ashton-under- 


sub-divided. In the former case, 
although one combined circula- 
tion figure is given and there are 
16 different names listed, there 
are actually six distinct advertising 
units to choose from, each with 
its own rate. In other cases one 
paper out of a series of two may 
be published twice a week with 
separate rates. The St. Helens 
Reporter series, for instance, em- 
braces two different newspapers 
the St. Helens Reporter and the 
Prescot’ Reporter—but in fact 
offers four distinct rates for various 
combinations of these two papers 
and two different days of issue. 
It is clear from all this that 
what We need when considering 
the local newspaper in any area 
is a list of advertising units with 
costs and wherever possible with 


circulations and some eg 
of geographical cover. Table Ill 
summarises the situation in the 


north-west. 


Circulation 

figures 

Circulation figures have been 
mentioned from time to time and 
it is perhaps worthwhile to see 
just what the media statistician 
can hope for in this respect. Cir- 
culation figures are available for 
43 out of 125 advertising units 
provided by the local press. All 
told this is not a bad record; 
the individual papers being 
responsible for 15 out of 40 and 
groups for 28 out of 85. It is 
not, unfortunately, enough for 
accurate calculations of cover or 
amount of repetition provided by 
schedules including local weeklies 
as well as other kinds of news- 
papers. There seems still to be 
a lingering feeling among media 
owners that space may be bought 
purely on figures. This leads 
them to withhold facts publica- 
tion of which would actually 
help them. We all know that 
the cost per single column inch 
per thousand circulation — is 
higher for local newspapers than 
the national press. But it seems 
unlikely that any responsible ad- 
vertising agent would fail to ap- 
preciate the particular character- 
istics of the local press— its 
strength in reaching the home, in 
staying there for a week, in sup- 
porting the local trader and so 
on These facts are rarely, if 
ever, capable of _ statistical 
measurement. 

Despite certain gaps in our 
knowledge and despite the com- 
plications in the field of local 
weeklies it is perhaps possible, 
by using the idea of advertising 
units, to get a little nearer to the 
understanding of the local press 
which is essential in the conduct 


Lyne Reporter group (13) are of any regional campaign. 
III—ADVERTISING UNITS IN THE NORTH-WEST 
Weeklies 
Groups & 
| TOTAL | Mornings | Evenings | Sundays series Other 
Advertising units a, 117 10 2 &5 | 40 
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Life is so distracting, advertisements are so clamorous 

. it’s really impossible to be sure that your name will 
be remembered by customers when they reach the ‘point- 
of-sale.”. But jog their memories just before they get 
there, and the advertising behind your product will bear 
fruit. Strategically sited, this is the salesman to do it. 
The poster can be here, there and everywhere at once, the 
most flexible and forceful advertising medium that ever 
In the Mills & Rockleys Region we 


take pride in the appearance of posters as well as their 


influenced a sale. 


effectiveness at the ‘point-of-sale.’ If you have business 


in the Mills & Rockleys Region, we should be glad of 


the opportunity to suggest the most effective sites to 


stimulate your sales. 


ADVERTISER'S WEEKLY 


g ” 1) 
MILLS & ROGKLEYS 


Raemmssestseistessitis:| 
POSTERS HAVE 
THE LAST WORD 


Poster displays in and around 
Bristol, Cambridge, Cheltenham, Coventry, Derby, 
Doncaster, Gloucester, Hull, Ipswich, Leicester, Luton 
Mansfield, Northampton, Norwich, Nottingham, Oxford 
Peterborough, Taunton, Torquay, Weymouth, Worcester 
and 150 other towns. 


ROCKLEYS LTD 
ROAD COVENTRY 


MILLS & 
21 QUEENS 
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TRADE PRESS VIEWPOINT 
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New editorial feature opens the door to 
wider advertisement canvass 


By Scrutineer 
There should be no tie-up between advertising and cditorial, 


| Bs you go to the chemist 
for cures for your garden's 
ills? You will probably answer, 
as 1 did, that you wouldnt 
expect the chemist, as such, to 
know anything about garden- 
ing; it isn’t his job. 

According to Chemist and 
Druggisi, however, we should be 
asking the man who supplies 
semedies tor ills of the body, to 
do likewise for our flowers and 
vegetables. 

A leading article in a recent 
issue, which stresses that the 
pharmacist is the appropriate 
supplier of the formidable num- 
ber of new compounds and grow- 
ing techniques of post-war years, 
is backed up by articles on 
various aspects covering more 
than twelve of the editorial pages. 
Technical articles deal with the 
two main aspects of horticultural 
chemistry crop protection and 
growth promotion—and are sup- 
plemented by notes on_ soil 
determinations, etc., a description 


we are constantly told. 


Yet who would quarrel with a 


worth-while editorial feature which also brings in new 


advertising? 


Serutineer has found such an instance in 


his perusal of the trade press. 


the job of the retail chemists, its 
readers, and recommending an 
extension, the paper widens its 
advertising horizon to include a 
whole new category of prospects. 


* * * 


1 LOWING (Lalmost said blush- 
ing) in its bright red “Day- 
Glo” paper cover, the Jobbing 
Printer, founded just over four 
years ago, has a few words to 
say about itself which | feel I 
must quote: “It has filled a 
long-felt want in the printing 
trade for a monthly magazine 
that would provide instructive 
and interesting articles on every 
aspect for those thousands of 
printers with a moderately-sized 
works at a price that every 


dee 


MORE RETAILERS USING 
THE HUMAN INTEREST 


STORY TO SELL CLOTHING 


“Men's Wear” has been running a series af articles on various aspects 
of advertising. Recognising the importance of the topic the paper 
adopted a heading block to draw special attention to the articles. It 
is illustrated here together with the heading for one of the articles. 


of a research organisation, and 
several formulae, In addition, 
there is a practical article con- 
tributed by a retail chemist 
whose horticultural department, 
started during the war, to offset 
the anticipated loss . of. toilet 
trade, has become an_ integral 
and profitable part of the 
business. 

The Chemist and Druggist's 
reasons for claiming that the 
chemist is the right supplier for 
these gardening compounds are, 
first because the products are 
chemicals, secondly, because with 
his knowledge of chemistry and 
biology he is in a unique position 
in the matter of giving advice, 
with the result that many people 
would prefer to buy the products 
from him; and thirdly, because 
he is the only retailer permitted 
to sell certain of the products 
(poisons). 

The whole idea is exception- 
ally well put over and should 
provide a good helping of food 
for thought for the chemist. 

At the same time, this is sound 
publishing practice. By boosting 


employer and employee could 
comfortably afford to pay. How 
eminently the Jobbing Printer 
has accomplished that task is 
shown by its steadily increasing 
list of subscribers.” 

The point is then made that 
the apex of rising costs for 
technical journals has been 
reached, and, because the pub- 
lishers believe that there is “a 
brilliant prosperity” ahead for 
printing industry, and in the 
justifiable hope of sharing in 
that prosperity, they have 
brought the price of the journal 
down to one shilling per copy 
(12s. per year), and, they add, 
“it is a courageous decision 
which we believe will be endorsed 
and applauded by printers 
throughout the country.” 

Now I'm sure that cover is 
blushing! 

* * * 


ETAIL readers of Style for 
)Men certainly can’t complain 
any lack of ideas for helping 
them in promoting their busi- 


of 


nesses. In fact, in this respect 
the February issue is a fine 
example of what the monthly 
journal should be in an industry 
well served by “news” weeklies. 
Throughout, it exudes “service.” 
An important innovation is a 
colecur correlation service aimed 
to help retailers to sell more re- 
lated merchandise. The idea is 
for traders to send in patterns of 
suitings which are proving popu- 
las in order to obtain a colour 
card showing the most suitable 
colours for shirts, ties, socks, 
hats, gloves and shoes to go with 
them. ' 

Especially selected by the Bri- 
tish Colour Council, the colours 
will be on patterns and will be 
enclosed in a handsome folder 
with the retailer's name hand- 
lettered on the cover. 

There is a charge of a guinea 
and-a-half for this individual 
service, but this is, perhaps, com- 
pensated for by the free issue 
during the year of six general 
colour charts for use by retailers 
in their windows or on_ the 
counter, and for future refer- 
ence. 

In any event, there is growing 
support for the contention that 
Services of this nature are not 
fully appreciated if offered with- 
out any cost. 

In the first of a new Style for 
Men series, entitled “What's sell- 
ing,” B. Graham Craig, who 
spotlights promotion successes, 
trends and policies in the trade, 
asks readers for details of any 
local specialities that pull in the 


course, the very spirit of business 
and we none of us like to give 
away essential trade ‘secrets’,” he 
says. “But certain practices are 
common knowledge even though 
only a few may have tested and 
tried them. Provided your ex- 
perience and point of view can 
be publicised without harm, I 
would like to hear about it.” 


* * * 


EW trade papers seem to be 
so close to the industry they 
serve as the Fruit, Flower and 
Vegetable Trade Journal, to give 
it its full title. It always gives 
me the impression that its offices 
must be bang in the centre of 
Covent Garden and that its edi- 
torial staff consists of men who 
actually are a part of the early- 
morning bustle and hustle of 
*hat centre of the country’s green- 
grocery business. My illusion 
about the offices is wrong; head- 
quarters of the paper are, of 
course, at Gough Square, off 
Fleet Street, but I retain my 
visions of the editor and his men. 
One of these men, Bill Sand- 
forth, writes a lively page, under 
the heading, “Out of a Bushel 
Box.” One week recently the 
feature was noticeable by its 
absence. In the following issue, 
Sandford gave the following “dis- 
sertation of a defaulter” to his 
readers: 

Taking two smart steps 
backward from the kerb, my 
friend “Knocker’ Gunn de- 
cided that the minute “}" sign 
over the bold stroke of One 
Pound was legally legible for 
those customers who were 
attracted by his announcement 
that bananas were available for 
all at Ild. Then he turned to 
me. “Wot ‘appened _ larst 


crowds. “Competition is, of week?” he inquired. “My old 
=I = OD 
vA 


AND SALES 
GOING UP! 


I 


Jobbing printer illustrated 


increased size with this drawing on the leader page. 


its price reduction and 
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How to Sell 
More Textiles 


9 
It S not just chance that the firms who are getting the lion's share 
of the textile business today are all regular advertisers in THE 
DRAPERS’* RECORD and/or MEN’S WEAR. 


firms know what Retailer Backing means to them. 


These 


They have proved that it pays to keep 
Retailer Goodwill on your side and 

so add significantly to the 

effect of consumer 


advertising. 


Leadership 
through 
Readership 


Ni Sans 


Tete 


45,000 weekly 


KINGS BOURNE HOUSE 
229-232, High Holborn, London, W.C.2 


Branch Offices : 
Manchester, Leicester, Leeds, Glasgow, Birmingham, Belfast. 
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MURRAY 
WATSON 


LIMITEC 


Use 


(ai 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
industry of the brilliant range of 
new designs made available for 


food packaging b Britain's 
largest foil manufacturers. 
Sens 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


E specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUPACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENOINEERINO 
All published at 
Stratford House 
Eden St., London, N.W.1 


Specimen copies 


on request | 
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@ Scrutineer—continued 


Ad. illustrated competitor’s 


woman reckoned you'd got 
this ‘ere flu. Meself—I_ think 
you'd bin on the booze,” he 
added with a tolerant air, After 
which preamble, may I make 
it quite clear that the reason 
there was no “Bushel Box’ last 
week, was due to the fact that 
! spent the whole of the week 
in Bristol? In other words 
changing the Gossip of the 
Garden for the Chatter of 
Charlotte Street, or, if you 
prefer it, the Banter of Bald- 
win Street. Arriving on the 
Sunday, I can safely say that 
1 did not see Bristol until the 
Thursday mornine—not as a 
result of Knocker'’s slanderous 
suggestion—but owing to an 
encounter with a pea-souper 
foe that descended upon the 
city from the moment I was 
decanted at Temple Meads, 
remaining until the fourth day 
of my visit. 

Another regular contributor, 
T. D. Makin, national secretary 
of the Retail Fruit Trade Federa- 
tion, asks whether publicity cam- 
paigns for individual commodi- 
ties, such as dates and oranges, 
is sufficient “fighting back” by 
the fruit trade for its share of the 
housewives’ patronage. 

“Certainly more support seems 
to he coming for the view that 
a background campaign designed 
to focus public attention on fruit 
and vegetables in general, will 
also be necessary in the future,” 
he says. 

* * * 


“TT'S all a question of planned 
marketing!” 

This heading across a double- 
page spread in Men's Wear 
linked together four different 
stories, each of which concerned 


“Fruit Trades Journal” used this 

diagram to exolain the functions 

of the new apple and pear mar- 
keting scheme to its readers. 
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product 


Representatives of the footwear trade press who recently visited the 
two factories of The North British Rubber Co. see a stitcher at work 
on canvas footwear. Left to right; T. W. W. Davie, advertising man- 
ager, North British Rubber Co.; D. G. Warr, assistant editor, “Shoe 
& Leather Record’; A. Broady, North British footwear sales manager; 


Waiter Smith, factory manager, 


North British's Heathhall works; 


C. A, Shepard. editor, “Shoe & Leather News”; and F. K. Longworth, 


editor, 


“Footwear Organiser.” 


some aspect of  selling--adver- 
tising, display competitions, edu- 
cating the public, and unusual 
merchandise. They were not 
planned articles, but news from 
different sources. 

Incidentally, the 
story” feature concerned the 
“unusual” campaign by Rall- 
Brook Ltd., the shirt manufac- 
turers, which was described in 
ADVERTISER'S WEEKLY on Janu- 
ary 8. The idea was to tell 
Men's Wear readers, who were 
asking about the “comic” ads. 
which did not show or describe 
actual merchandise or price, but 
simply harped on the theme 
“The shirt with eve appeal,” 
which was behind the campaign. 
Mr. Seabrook, a director, was 
quoted as saying that he did not 
believe that advertising could do 
the actual “selling,” but it pro- 
vided the introduction between 
the firm and the customer. ready 
for the arrival of the salesman. 
The particular series of ads. had 
been planned to effect sufficient 
new introductions to take up the 
additional output from a new 
factory, and it had succeeded. 

Advertising agent R. P. Raw- 
linson (Lucien Productions, 
Ltd.) was mentioned in the story 
and shown with Mr. Seabrook 
in a specially taken picture. 

What's going to happen now 
the comic idea has done its job; 
a return to formal announce- 
ments? I shall be watching with 
interest 


o * * 


NE of the tasks of the trade 
press—at least that section 

of it which is read by retailers 
is to interpret the technica] devel- 
opments of manufacturers so that 
the shopkeepers may use them as 

additional selling points. 

It is, of course, up to the manu- 
facturers—-generally they are the 
paper's advertisers—to put them- 


“advertising 


selves over to the editors. One 
of the commonest ways of doing 
so is to invite representatives of 
trade papers to the factory 
periodically to let them find the 
stories they consider to be of in- 
terest and assistance to their 
readers. 

The footwear trade press visited 
the two factories of North British 


Rubber Co. at Edinburgh and 
Dumfries. 
This was the first organised 


visit of the footwear trade press 
to the Dumfries factory, which 
was taken over in 1946. Here is 
concentrated production of light 
footwear and the visitors were 
able to see in production the new 
line of colourful casuals being 
intreduced to the women’s mar- 
ket for retail selling this summer. 
Other production at Dumfries 
covers conveyor belting, rubber 
flooring and light protective foot- 
wear, When the party continued 
their journey to Castle Mills, 
Edinburgh, they were able to see 
recent developments in the manu- 
facture of rubber footwear. 

During such a visit a competent 
journalist can find enough stories 
for immediate and future use to 
make the visit amply worthwhile. 
Any new developments which 
arise between visits can then be 
explained to him in_ writing 
against a background with which 
he has been made familiar. 

* * * 


Tailpiece: As a result of an 
artist’s error, a picture of a 
transformer in an advertisement 
which appeared in a recent issue 
of the Electrical Review was 
based on another firm’s design. 
The advertisers were Partridge 
Transformers Ltd.. who state in 
an apology published in the 
journal that by a mischance the 
artist Who prepared the illustra- 
tion used as a guide a picture of 
a transformer made by Thermo 
Control Ltd. 
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This “Salesman” Has 
Wide Contacts 
——— in the Field 


By reaching both the known and 
unknown buying influences in places 
where your product can be used—at 
approximately ‘‘a penny a call'’—The 
Machinist wiil not only create new 
markets for you, but will help to main- 
tain the contacts already established. 
Your sales staff will appreciate this 
valuable assistance when they concen- 
trate their energies on securing the 
order. 

The Machinist advertising is to selling, 
what good machines are to production. 
It's the high speed, low cost means of 
multiplying individual effort. 


ADVERTISER'S WEEKLY 


” 
» 
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So whether you sell— 


MACHINE TOOLS 
OR CUTTING OILS 
GAUGES OR 
ELECTRIC MOTORS 
ABRASIVES OR MATERIALS 
HANDLING EQUIPMENT 
—in fact anything for 
Metal Working Production 
you will find The Machinist the most 
profitable advertising medium. 
THE 


PLANT AND PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARRINGDON STREET, LONDON, E.C4 
TAL ET TE GEL TS IS I ER AR 5 LT TO 


* For further details write to 


THE DIRECTOR OF ADVERTISING 


TELEPHONE: CENTRAL 0911 
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PAINT, OIL 
& COLOUR 


JOURNAL 


ap 


wencee oF tHe 
aver evetey 
Or cretucatomt 


ONLY 


journal in the 


PAINT FIELD 
with 
A.B.C. 
CIRCULATION 


figures 


63/6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 
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Have youa 
product or 
Service to offer 
EXPORTERS ? 


lf you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
your name before the 
Export Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your’ product or service. 


* 


copy and advertising rates 
will be sent on application to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 


A reliable medium for 
HOME & EXPORT 
Advertising, reaching the 
firms that matter and read by 
Executives In all Branches ot 
the METAL and its Allied 

Industries. 
Twice Weekly. 


tuesdays & Fridays. 


CHANGE OF ADDRESS... 


MECHANICAL 
WORLD 


TEXTILE 
MANUFACTURER 


METALLURGIA 


EMMOTT & CO. LTD ° 


Manchester Office: 


On March 25th, our London Office 
Staff will leave 2! Bedford Street, London, 
W.C.2 to occupy new premises at 
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50, TEMPLE CHAMBERS - 


TEMPLE AVENUE. 
LONDON E.C.4. 


THE KENNEDY PRESS LTD 
31 KING STREET WEST, MANCHESTER 3 
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TECHNICAL AGENCY SERVICE 


Ads. are used as a_ precise 


selling tool 


By K. G. BRISKHAM, 
managing director, Kenneth G, Briskham Ltd. 


The author defines the functions which 
a technical agency should offer by 
detailing campaign stories. Last month 
he covered the engineering field. This 
article deals with a natural chemical 


N the last article (ADVER- 
TISER’S WEEKLY, February 
12) we dealt with a product in 
the machine tool class where 
differences in quantity, appli- 
cation and price were of degree 
rather than kind and the pro- 
blem was how to sell a similar 
product and service to custo- 
mers of widely differing out- 
look, class, training and ambi- 
tion. ° 
Taking glue as a_ second 
example, the problem is the exact 
opposite. Starting off with a 
single class of raw material, the 
end products are entirely different 
in kind. The basic animal bones 
and hides may finally appear as 
one of many products, ranging 
from high grade gelatine to a 
bar of soap. In our own busi- 
ness of publicity we may make 
use of glue from a tube or 
in the form of an extremely 
accurately compounded adhesive 
in a fast-running packaging 
machine Agriculture, china 
making, food processing—in fact 
hundreds of otherwise unrelated 
concerns are customers for this 
one highly organised industry. 


Special problem 

From the marketing point of 
view there is one very special 
problem, The quantity of each 
product to be sold is directly de- 
pendent on the quantity produced 
of every product, since each ton 
of glue equals three tons of by- 
products There is no escape 
from this and the sales problem 
is therefore to sell a_ predeter- 
mined amount of each product. 

Starting off with the top quality 
of glue, gelatine, it is necessary 
for the selling to keep slightly 
ahead of production--so that the 
correct finishing and packaging 
requirements can be met at the 
final stages of processing—but 
not, of course, far enough in 
advance to cause delays in de- 
liveries. Apart from what the 
food industries take up, large 
quantities of gelatine are used in 
the making of photographic 
materials, capsule manufacture 
and many other industries. 

It is inevitable that the adver- 


product—glue. 


tising agency will require some 
guidance on so specialised a 
material, but any good agency 
should be able to provide the 
service called for by this type of 
product, But let us look at some 
of the products which come 
from the glue maker and assess 
their selling difficulties. 

The selling of normal grades 
of glue, of which there are a very 
appreciable number, depends 
upon a qualified technical sales 
force and the ability of the manu- 
facturer to produce glue to the 
specific requirements of the in- 
dividual users. Advertising has 
4 part to play but its limitations 
must be realistically recognised. 


Different approach 

Selling of prepared glues for 
amateur use needs an entirely 
different approach. A straight 
trade/consumer campaign, with 
aii the usual selling aids, can and 
should be the main part of the 
selling effort. Jf is interesting to 
note that point of sale aids pro- 
duce startling results which seem 
always directly proportional to 
the extent of their use. Self 
service units are almost a “ must’ 
for some outlets. 

It is doubtful whether many 
people realise that they are using 
pure glue when they use decora- 
tors’ size. This is a typical task 
of retailer education and it is in- 
teresting to again note the co- 
operation available from the 
trade press. Ironmongery and 
Hardware willingly devoted a 
whole page to the advantages of 
the proper retailing of this one 
product, once they were con- 
vinced it was in their readers’ 
best interests to read this opinion. 

Little new to an advertising man 
can be said about soap and de- 
tergents. It is not proposed to 
elaborate on the specialised field. 

The agricultural market 
showed most interest and the 
largest appropriation was devoted 
to selling in jt. It is not too much 
to say that a completely new 
point of view was accepted at 
all levels of farming, mainly as 
the result of advertising. The 
use of mineral supplements in 
animal foodstuffs became, within 
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a few years, a practice of recog- 
nised value to everyone. This 
advance could have taken much 
longer without the aid of publi- 
city. Only a very direct and 
informative approach could make 
headway against farmers’ conser- 
vatism, yet anything too crudely 
direct could have been disastrous 
for a new, near-ethica! product. 
Almost all the advertisement 
went into some fairly technical 
aspect of farming in as simple a 
manner as possible, but any sug- 
gestion of talking down was most 
carefully avoided. Agricultural 
shows proved highly valuable 
and invariably carried on the 
advertising theme. 


Typical story 


The story of mineral supple- 
mentation is a typical present- 
day story of a major industry 
arising from the necessity of 
turning an involuntary by-pro- 
duct into a profit. The value of 
bone flour in animal nutrition, 
with jts high phosphorus and 
calcium content, had for long 
been recognised and much re- 
search into the other mineral re- 
quirements of the animal body 
had been done. But it was only 
when further development be- 
came a necessary part of business 
promotion that work started in 
earnest on the collating and in- 
terpreting of the vast amount of 
existing data. 

To-day, brand advertising is 
possible for a material which was 
hotly opposed as valueless, if 
not indeed harmful, by the 
majority of people 20 years ago. 

The initial approach was purely 
informative — the educational 
campaign par excellence. The 
advertisements were practically 
instalments of a text book plus 
an effort to persuade anyone and 
everyone to send for and read 
the spate of booklets and leaflets 
on this new subject. 

Officialdom miuintained its 
cautious and inquiring attitude, 
and the practical application, as 
achieved to date, remained essen- 
tially one company’s publicity 
task. 

As the position became surer, 
and the new methods lost some 
of their novelty, it was possible 
to move on to a more detailed 
and economic approach. Large- 
scale competition appeared with 
the usual result that as people 
weighed the claims of one manu- 
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facturer against another, thus 
giving the subject as a whole a 
more analytical consideration, 
there was a sharp overall increase 
in interest and consumption. 

As the number of different 
proportioned mixtures increased, 
minerals took on a more veteri- 
nary character, compelling a 
more detailed study on the part 
of farmers with, automatically, a 
sharper awareness of nutritional 
possibilities. 

This coincided with the next 
modification of the advertising 
approach which was a new 
emphasis on the _ veterinary 
aspects of minerals. Increased 
advertising appropriations be- 
came a practicable possibility at 
about the same time. The years 
of gentle nagging were rewarded 
as minds carefully prepared 
received the new impact and 
sales showed a marked in- 
crease. An ever higher propor- 
tion of bone flour was converted 
to the more valuable compounded 
form and something approaching 
straight brand warfare quickly 
developed. Of course, the origi- 
nal promotor to-day benefits from 
i prestige which more than justi- 
fies his original faith. 


Product knowledge 


This type of account invariably 
raises the question of how much 
product knowledge an agency 
should possess. Whilst the answer 
obviously depends to a certain 
extent on the quality of the con- 
tact provided by the client, ad- 
vertising must have some 
accepted standard on the more 
common industrial and technical 
subjects if it is to justify its 
claim to professionalism. While 
there is no top limit to the extent 
of knowledge desirable (by no 
means everyone agrees on this 
point), the lowest limit should 
be that of knowing what the 
client is talking about—-through 
a basic knowledge of the industry 
or business. This is not only a 
question of how much more re- 
levant the advertising can be but 
also the increased respect in 
which advertising as a business 
will be held. 

Returning to our example—the 
hide and bone industry it is a 
feature of selling to an unalter- 
able target that an agreed 
schedule of space bookings can- 
not always be regarded as final 
Continued on page 512 
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+ HARPERS WINE & SPIRIT GAZETTE HARPERS SPORTS BGAMES - 


Make certain your order 

is placed and ‘copy’ to hand by 
3ist March, 1953 
for the special 
CORONATION NUMBER 
of 
Harpers Export Wine 
& Spirit Gazette 
to be published in May. 


Harpers EXPORT Wine & Spirit 
Gazette—the Aristocrat of 
EXPORT Journals and the Am- 
bassador for the Wine & Spirit 
Trade throughout the world. ~ 


HARPER & CO. 
* LLOYD'S AVENUE, LONDON, 
ROYAL 38389 
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| *HARPERS DIRECTORY & MANUAL - HARPERS DISTILLERY MAP - 


Phone: SHO 6281 


H.CLARKE & CO. como LTD 


NEW INN YARD E.C.2 
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Technical agency 
service—continued 


To switch advertising money 
from, say, agriculture to bulk 
glue, with no guarantee that the 
position will not change again in 
two or three months, is con- 
sidered normal. While this does 
not always appear entirely rea- 
sonable to the journals concerned. 
it is difficult to see the alterna- 
tive, since overselling does no 
one’s reputation any good —least 
of all the journal in which the 
advertisements appear. The solu- 
tion that the space should be 
switched to prestige advertising, 
calling as it does for maximum 
space bookings in all directions, 
is not a course which commends 
itself easily to the advertiser foot- 
ing the bill. 

All this may be worth bearing 
in mind next time sanctity of 
space contract is raised at com- 
mittee or conference, since the 
letter of the law could mean 
greatly reduced bookings. 

This type of company, using 
advertising as a precise selling 
tool, makes considerable demands 
on all branches of the advertising 
business. It js entitled to all the 
co-operation we can give. Adver- 
tising is a (precise selling tool 
and it is well worth an effort to 
make it more so. 


Trade directory as 
three supplements 


A trade directory is being com- 
piled by Electrical and Radio 
Trading and is being issued in 
three parts as supplements to the 
March, April and May issues. 

The first part is to be an 
“Address Book and Telephone 
Directory of Manufacturers and 
Suppliers,” containing over 1,300 
names iA its 24 pages. 

This will be followed by a 5§2- 
page section entitled “Where to 
Get Electrical and Radio Appli- 
ances.” Over 400 — different 
categories are listed, and entries 
total more than 6,500. 

The final section, “Trade 
Names and Brands of Electrical 
and Radio Products,” will give 
in its 20 pages a quick reference 
to the 900 different trade names 
in current use. 

The directory has been com- 
piled by the Electrical and Radio 
Trading advice bureau, which 
handles some 6,000 trade in- 
quiries annually. 


Plastics Year Book 
lliffe & Sons Ltd. have pub- 
lished British Plastics Year Book, 
1953: A Classified Guide to the 
Plastics Industry. 

The new edition of over 550 
pages is divided into nine sec- 
tions, three of which are given to 
classified lists of manufacturers of 
plastics materials, products and 
equipment. Linked with the 
classified guides list is a directory 
of manufacturers containing more 
than 3,500 firms and their 
addresses. 


$12 


Boot and Shoe Trade 


Britain's Leading Weekly 
Shoe & Leather Trade Paper— 

THE SHOE & LEATHER NEWS 
SPENCER HOUSE, SOUTH PLACE, E.C.2 
Advertisement Rates on Application 
Telephone MON 0666 9 


The Monthly 
Register 
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TRADE AND 


Export 


Gas 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


Building 


Can-Making Trade 


TIN-PRINTER & 

BOX MAKER 
Specialist monthly magazine covering print- 
ing on sheet metals, and che fabrication of 
plain and decorated tins, cans and boxes 

from tinplate and aluminium. 
CANNING PUBLICATIONS 

14-15 COLEMAN ST., LONDON, E.C.2 

Tel.: MONarch 1995 


Food Manufacturing 


2is7. YEAR ; 
OF PUBLICATION» 
Foop TRADE review. “0. 


“ENGINEERING 
& ALLIED TRADES REVIEW” 
A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 
165 FENCHURCH ST., LONDON, E.C.3 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


1! Bole Court, Fleet Street, E.C.4 


Furnishing Trade 


BEDDING & UPHOLSTERY 

incorporating “‘ SLEEP” 
The only British Specialised journal 
devoted solely to the industry, cover- 
ing: Fillings * Springs *° Components 

Machinery * Finished Mattresses 
a Upholstered Suites. 
33 Furnival Street, London, E.C.4 
Tel: Holborn 9556 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844, 


Fruit Trade 


If you sell anything from 
a light bulb to a heavy 
vehicle, the fruit trade 
offers unlimited possibilities. 


THE 
FRUIT TRADES’ JOURNAL 
affords complete coverage of 
this vital industry. 
6/7 GOUGH SQUARE, E.C.4 C/TY 1003/4 


Campaign in a 
**Selling’’ Journal 


“GAS TIMES”—Sells gas plant, 
appliances and enginecring 
equipment. 

“INDUSTRIAL GAS"—Sells gas 
fired furnaces, dryers and gas 
heating equipment. 

Both are under the Editorial Direc- 

ton of Dr, W. F. Coxon, M.Sc., 
F.R.LC., F.1.M., M.Inst.F, 


Enquiries: 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 


Telephone: Gadebrook 2308/9. 
Telegrams: Techpress, Watford. 


Heavy Clay 


Industries 


THE BRITISH CLAYWORKER 


Leading ‘world technical journal for 
Brick, Tile and Sanitary Ware 
Industries. 


Overseas Sales equal 33% of total 
circulation. 
CLAY & BRICK PUBLICATIONS LTD. 


23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (Official Organ 
of The Refractories Association of Great 
Britain). Claycraft (Official Organ of the 
Institute of Clay Technology). Cernamie 
Digest for Machinery Makers and Ceramic 
Manufacturers at home and overseas. 
(Published at 34 Townsend Drive, St. 
Albans, Herts.) Annual Subscription: 30s. 
Gt. Brisain, 35s. Overseas. 


London & Sheffield Publishing Led., 
7 Chesterfield Gdns., Curzon St., W.1. 


Insurance 


Health, Hygiene and 


Sanitation 


World’s Leading journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Road, S.W.! 
Tel.: SLOane 5134-5 


Insuranee 
Advertising 


The December issue of Insurance 
Brokers’ Monthly, was a special 
number dealing with Insurance 
Advertising. 

Copies are available on request 
to:— 

The Commercial Manager 
INSURANCE BROKERS’ MONTHLY 
5 New Bridge Street, London, E.C.4 

Tel.: CiTy 4815 
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Meat Trade 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Municipal Works and 


Local Government 


$13 


Photography 


Good Photography 


Monthly—for all 
amateur photographers 


1! Bole Court, Fleet Street, E.C.4 


Lubrication 
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. ONLY Indepen 
re oe Devoted ° 
: LUBRICATIOS 
— 
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d. Man 
Jetails from A 
SCIENTIFIC, PUBLICATIONS 


8, Walker Street 
Wellington, Shropshire 
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SURVEYOR 


And Municips! and Cousty Fogimcer 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.! 


TELEPHONE: HOLBORN 0452 


Painting and 
Decorating Trade 


Paper Trade 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


qnt WORLD's 


PAPER@) TRADE 


REVIEW — 


THE PAPERMAKERS WEEKLY JOURNAL 
A.B.c. MEMBER 
329, HIGH HOLBORN, LONDON. WCI 


Metal Industries 


Printing ‘Trade 


Aliched 


J .D.A. mas! 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


tine journal in steel 
for real reader interest 


THE BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


Purchasing 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé Print 
Q UARTERLY 
329, HIGH HOLBORN, W.C.! 


THE BRITISH WIRE JOURNAL 


THE WIRE INDUSTRY 


world wide appeal to 
buyers of 
WIRE - WIRE ARTICLES - CABLES 
ROPES - MACHINERY - EQUIPMENT 
Editorial and Publishing Offices : 
33 Furnival Street, London, E.C.4 
Tel. Holborn 9556 


Mining 


WE" BUYERS... 


USE THEIR OWN WEEKLY- 


Rurchasing Bulletin 


Published by 
PURCHASING OFFICERS 
ASSOCIATION 
Wardrobe Court 
146A, Queen Victoria Street 
London, E.C.4 
Tel; CITY 5848/9 


supplies 


urd 
The Mining journal ec4 


15 George Street. 
Te Menor 


vows SSI! 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone : Grosvenor 7281 


Tra nsport 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


Timber Trade 


—The 
WOODWORKING 
INDUSTRY 


The technical Journal of the 
timber using industries. 


180 Fleet St., London, E.(.4 
Tel.: CHA. 8844 
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New transport 
journal 


First issue of The Transport 
Journal, new monthly to be pub- 
lished by Transport Journal Pub- 
lications Ltd. is to appear on 
April 11. 

The journal will deal largely 
with road passenger transport 
operation by coach, motorbus, 
trolleybus and tramear, but will! 
also. cover railcar operation. 
Although intended primarily for 
the vehicle operator it is also in- 
tended to appeal to the transport 
enthusiast and to the general 
public. 

Advertisement director is John 
M. Wing (lately joint managing 
director of Transport World). 
John L. Tomba (lately advertis- 
ing manager, Equipment & 
Engineering Co., Ltd.) is business 
director, and George W. Kelland 
(lately technical editor, Passenger 
Transport) is editor. All three 
are directors of the publishing 
company. 

The Transport Journal will be 
published on the second Saturday 
in each month. It will have a 
type page area of 10 in. x 7 in., 
and an overall trimmed size of 
11% in. x 84 in. Single insertion 
rate for one page is £27. 


Now twice a 
month 


The Practical Press monthly 
publication Meat Marketing will 
be published every other week 
from April 1. Selling price will 
be reduced from Is. to 6d. per 
copy at the same time 

Three reasons for the change 
are given by the publishers: 

1.To provide an improved 

news and feature service. 
2.Demand for more frequent 
publication frum the trade 
3.To help the progressive 
butcher with new and up-to 
date information, 


Name changed 


With its April edition, Coal 
News-Digest changes its name to 
Coal & Appliances, with a sub- 
title indicating that it is the trade 
digest of these two industries, 

Published monthly in London, 
this journal is one of the coal 
industry's oldest organs. Its new 
title indicates that as much im 
portance now attaches to the 
effective and efficient utilisation 
of coal, as to its mining and 
distribution. 

First of the coal journals to 
cater for the solid fuel appliance 
trades, it now has a circulation 
amongst builders’ merchants and 
ironmongers, as well as coal mer 
chants and Coal Board executives 


On March 7, Motor Transport 
published a special “C Licence” 
number reviewing the operation 
of these transport vehicles in 
many spheres. 

A Vickers “Viscount” number 
of The Aeroplane is to be pub- 
lished on March 27, 
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J.W.T. AUSTRALIAN DIRECTOR SURVEYS FAR EAST MARKET 
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Tremendous wealth to be pursued—but 
advertisers must be really alive 


E. J. MOLONEY, director of 
the J. Walter Thompson Co.'s 
Australian company has recently 
completed an on-the-spot study 
of Far Eastern markets. Here is 
a summary of his report. 

Mr. Moloney, a _ native of 
Australia, started out in the 
advertising department of the 
“Sydney Daily Telegraph,” then 
joined Farmers, the big retail 
store there. In 1936, he joined 
the J. Walter Thompson Co. as a 
copywriter, and is now a director 
of the Australian company. 


iS Ppt us forget all we have 
ever read about the starv- 
ing coolie class when we con- 
sider the Far Eastern market, 
where even the poorest workers 
eat, eat and eat,” says E. J. 
Moloney, director of J. Walter 
Thompson's Australian com- 
pany. Mr. Moloney has just 
completed a report on the Far 
East after visiting Singapore, 
Siam, Hong Kong, and Japan 
to study markets, local adver- 
tising agencies and media. 


MALAYA 


Mr. Moloney calis Singapore 
“the city of food” and reports 
that “destitution amongst the 
masses has been replaced by a 
low standard of living.” Unskilled 
factory workers and office 
workers, he says, are the people 
with the spending power and they 
all love to go out and spend 
even in a shack out in the Cam 
ponges you might find 12 good 
radio or even a_ refrigerator 
where one of the family has 
struck it rich. 

The really alive overseas 
manufacturer who goes into 
Malaya, Mr. Moloney reports, 
will get far more than his share 
of the people’s improved and im- 
proving spending power, “A vital 
part of his advertising is the 
packaging. Even though natives 
cannot read or sometimes even 
pronounce the brand name, a 
product will soon make a hit if 
suggested by the label.” 

For Malaya, Mr. Moloney 
recommends English papers, plus 
selected Chinese papers, backed 
by strong point-of-sale display 
for new advertisers. “Radio 
Malaya,” he adds, “has no com 
mercials. Outdoor advertising is 
taxed; black and white printing 
can be well done: ‘Rediffusion’ 
is a good method of putting over 
the brand name. Chinese pro- 
grammes are strong on_ this 
medium.” 


HONG KONG 


Hong Kong's two million 
people are credited with a sharp 


division of spending power. Forty 
per cent, he says, are “haves” 
and 60 per cent are “have-nots.” 
Movie slides are good kere, 
“mainly to push the appearance 
of the brand.” There are plenty 
of big shops, eleven very modern 
food stores. “The Chinese,” says 
Mr. Moloney, “have only 
recently come to eat sweets as 
we know them. They are just 
learning to drink milk and eat 
cheese, and sales of cheese par- 
ticularly are made only to Euro- 
peans or European - minded 
Chinese. Food value would have 
to play a big part in an educa- 
tional advertising campaign.” 


JAPAN 

Japan was the most complex of 
all Eastern markets Mr. Moloney 
visited. “The country has taken 
to Western ways only in the 
superficials; its thinking has not 
altered. Here again, destitution 
has been replaced by a low stan- 
dard of living. Yet there are 
surprises. In the smallest village 
there is usually a_ well-stocked 
general store carrying a_ fair 
amount of luxury products. All 


shops aren't busy, but there is a 
tremendous amount of money 
being spent, particularly by the 
middle class.” 

Advertising has to be prepared 
in Japan in only two languages, 
English and Japanese, but that 
is where the simplification ends 
The Japanese rarely make a 
direct statement——-even in an ad- 
vertising message. Radio adver- 
tising has proved highly 
successful except for this message 
problem. A_ brand should be 
well known before going into 
this medium. Television, begun 
recently, will prove a blessing to 
advertisers—but not a blessing 
that comes cheap. There are big 
national dailies, with a circula- 
tion of three or four million 
daily. 

Point-of-sale would find = it 
hard to make standing room 
because shops are so crowded. 
Current population is 85,799,000. 
There are about 3,000 TV set 
owners, approximately 2,000 of 
them in the Tokyo area. By 
July 1952, there were about two 
million telephone subscribers, or 
one to every forty persons. 


THAILAND 


In Thailand there is still plenty 
of money around. Top traders 
and retailers are suffering the 
main income loss and the people 
in the South are no longer buy- 
ing super-de-luxe bicycles. But 
the whole of the Orient jis hungry 
for rice from Siam, so rice con- 
tinues to sel] at boom prices. In 
the country villages and the float- 
ing part of Bangkok food and 
confectionery shops are doing a 
roaring trade. 

The Bangkok Post \eads the 
three English language news- 
papers. Three radio stations 
take advertising. There is no 
record of sets owned. 

Mr. Moloney suggests that be- 
cause the locals love a free show 
an effective advertising medium 
might be brightly painted trucks 
with natives in fancy costume 
talking about products and selling 
them direct to onlookers. This 
is how he sums up the Far 
Eastern market: “There's treme- 
dous wealth there that a really 
alive advertiser would do well to 
pursue. 


Change predicted in Norwegian media 


pattern as magazine rates are freed 


CHANGE in media 

emphasis in Norway is 
likely to follow the decision of 
the Price Control Poard that 
advertisement rates of weekly 
magazines would be allowed to 
find their own level. 

The board has controlled rates 
in Magazines since the end of the 
war--and has allowed no. in- 
creases whatsoever. As a result, 
weekly magazines have actually 
been losing money on their ad- 
vertisement spaces during the last 
few years. 

As soon as rates were freed, 
therefore, most magazines 
doubled their rates forthwith. 

Facing this tremendous in- 
crease in cost of magazine space, 
advertising executives are re- 
ported to be reconsidering their 
budgets. 

” * * 

Publication of display adver- 
tisements in three Canadjan daily 
newspapers within five days of 
receiving instructions from their 
chents was achieved by Publish- 
ing & Distributing Co., Ltd. 

On January 23 they received an 
urgent request from Loewy 
Engineering Company to insert 
display advertisement (size 6 in. 
x 3 cols.) in three Canadian daily 
papers before the end of January. 

As the copy included blocks 


this seemed well-nigh impossible, 
for at that time the British Isles 
were fog-bound. The fhoto- 
telegram section of Cable and 
Wireless was called in and lay- 
outs and instructions were trans- 
mitted to Canada within one hour 
of collection. 

All the papers received copy in 
time to go to press before the 
deadline, including the French 
language paper La Presse of 
Montreal 

H. R. Vaughan, managing 
director of Publishing & Distri- 
buting Co., Ltd., thinks that this 
is the first time the photo- 
telegram service had been used 
for transmitting complete adver- 
tisement copy 

. * * 

Cerebos salt is to be put onto 
the Australian market. 

Cerebos Ltd. plans to create an 
Australian company with 
£A250,000 capital. 

The chairman and managine 
director of the company, W. A 
Innes. who has arrived in 
Australia, said the Australian 
company would handle salt and 
some food lines. It would pack 
bulk salt sent out from Britain. 
Later. it might he given the job 
of mining and manufacturing 
salt. 

* * 
For the first time in France an 


“Oscar” for ad- 
vertising has 
been _ instituted 
and awarded to 
an important 
ba!! point pencil 
_. 

This Oscar will draw the 
attention of the French public 
and advertising world to a par- 
ticularly well planned and suc- 
cessful campaign, both from the 
points of view of advertising 
technique and commercial results. 

* . * 


An advertising § outlet dis- 
appeared when the French com- 
munist evening paper Ce Soir 
was published for the last time 
on February 28. 

The communist La Voix de la 
Patrie, printed in Montpellier, has 
also ceased to be issued recently. 

> * * 

Watling, Baker & Co. will in 
future operate in conjunction with 
African & Colonial Press Agency 
Ltd. This agency will in future 
handle advertisements for The 
Barbados Recorder, The Ber- 
mudian, The Nassau Daily Tri- 
hune, and Caribia. 

The Antigua Star, The Guiana 
Graphic, The Voice of St. Lucia, 
and The West Indian,: have been 
taken over by Colin Turner 
(London) Ltd. 
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NORWAY’S FOREMOST 
ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian excelling in 
circulation as volume of adver- 
tisement matter. 


The signal success of the paper is amply 


newspapers, 
well as in 


demonstrated by the pre-war and post-war 
circulation figures : 

Ordinary Saturday 

Morning Morning Evening 

Edition Edition Edition 
1939 89,525 112,957 74,012 
1953 144,276 162,830 122,263 


(First 6 months) 


In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


Lifenpofien 
Oslo — Norway 


Advertising representatives: Joshua B. Powers Ltd. 
14 Cockspur St., London, S.W.1. 


Tel.: Whitehall 3366 
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SOUTH AFRICA_ 


Daily, morning, newspapers giving 
intensive coverage of the 3 largest 
cities... 


CAPE TIMES (Cape Town) 
NATAL MERCURY (Durban) 
RAND DAILY MAIL (Johannesburg) 


Weekly, national, newspapers . . . 


SUNDAY TIMES 
SUNDAY EXPRESS 
DIE LANDSTEM 


Monthly, national, magazines . . . 


SPOTLIGHT 
THE FORUM 


Represented by : 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.1. "Phone Holborn 4144 
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the capital of Western in 
Norway, is the second 
town and shipping 


centre in Norway. 
Bergen, the seat of the 


Oso 


‘Norway 


Norwegian Directorate of Fisheries, the most important 
town of the fishing industries and the home of the 
Norwegian textile industry, is a fast-growing industrial 


centre. 


Bergens Tidende has a 95°, coverage in Bergen and is 


the main advertising medium of Western Norway. 


Bergens Tidende 


Bergens Tidende you will find is the 
second advertising medium in Norway. 


U.K. Representatives : Joshua B. Powers, Ltd. 
14 Cockspur Street, London, S.W.!. Whitehall 3366 


THROUGH 


A&A 


COVER SWEDEN 


of homes (2,174,379). 


In Sweden A & A magazines have 
a combined net sale of 1,896,074 
copies—87 °%, of the”total number 


Exhibition Stands 


DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 
171 NEW BOND STREET, Ww ' Tele 
Works 
394 YORK ROAD, 5S W.18 


Tele: VANDYKE 3562 


GROSVENOR 871! 


EASTWOOD STREET, S.W.16 
Tele: STREATHAM 4595 
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THE 
SCOTSMAN 


a” ERTISING in THE 

SCOTSMAN influences the 
considerable purchasing power of 
Scottish industrial, agricultural 


and family markets. 


SCOTLAND'S NATIONAL NEWSPAPER 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


UUMOVH HUH 


WTA offer a wider choice than ever 
in 1953 for sketching parties and 
students for Summer Schools of 
Sketching and Painting. 


New 
Sketching 
Party 
Holidays! 


Organised by 


Edward Swann 


What could be better than 
a holiday that provides refresh- 
ment of outlook, good fellowship 
based on mutual interest and 
the lively advice and help of ex- 
perienced tutors ? 


WTA prices are ‘all-in’—for weekends, 
a week or longer all over the country. 
Plan now for a stimulating ‘holiday 
with a difference.’ 


WRITE FOR FULL 
PROGRAMME TO 


(Dept. A.W.2), 34 Gillingham St., London, S.W.1 Tel. Victoria 6688 


CORONATION 
ENLARGEMENTS 


HENDON 


a 


| 

Ask for illustrated price 

list and supplement BILLPOST ING | 

showing latest | 

Royal Family group, etc. COMPANY 

AUTOTYPE a al 

Brownlow Rd WwW.13 aimetetidl ___ BAGONG TON omer 

EALing 269! 37 SPRING STREET W.2. 


516 


@ Continued from page ii of cover 


Marcu 12, 1953 


Miore Letters... 


TV ‘commercial’ 


must be visual 


Sirn,-Neal Arden has written 
interestingly and at length on the 
“commercial” relation to the TV 
film, Although agreeing with his 
general strictures 1. feel that 
several other aspects of this sub- 
ject could be usefully considered. 

If commercial TV becomes a 
commonplace in British adver- 
tising, studio—i.e., “live’—pro- 
duction will be used as often as 
the film; perhaps oftener, in the 
case of the less wealthy sponsor. 
We are agreed that the “commer- 
cial” is properly a part of the 
programme's whole continuity; 
therefore it should be most care- 
fully integrated with that pro- 
gramme’s character and format, 
and many popular shows are 
essentially “live” (quiz, talent- 
spotting, and shows like the 
B.B.C.’s5 “What's My Line?” for 
example). 

Each technique has its advan- 
tages: the filmed commercial is 
free from  production-hitches 
when it goes on the air; it is 
cheaper, of course, if it is going 
to be used over and over again; 
and each showing will be identi- 
cal. It may be far more elaborate 
in conception and execution 
than would be possible with a 
show put together in restricted 
studio-space. On the other hand, 
the “live” commercial is easily 
revised and kept up to date (with 
such matters as the sponsors’ new 
lines, price changes, and so on); 
and is relatively inexpensive. 
Perhaps the simplest and cheapest 
type is the slide bearing the spon- 
sor’s name and that of his pro- 
gramme whilst an announcer 
off-screen reads the slogan or 
sales message. | cannot too 
strongly emphasise that the TV 
commercial should always be 
primarily visual in conception. 

The maximum time allowed 
should be one minute; and that 
minute should be just as much 
part of the entertainment as the 
other 29. 

Bit Howard PATTERSON. 
508 Hornsey Road, N.19. 


Copywriting and 
the guilty men 


Sir.-I had hoped that my 
letter on the decline of the copy- 
writer (February 6) would arouse 
greater controversy, but so far, 
have found a measure of agree- 
ment to which I am _ not 
accustomed 

I hoped by writing as I did to 
help, in a small way, to restore 
copywriting to its rightful place— 
a higher place than that it now 
occupies. I suspect that there 
are a number of guilty con- 
sciences among senior people in 
advertising, for it looks very 
much as though the big business 


mentality has got the upper hand 
and intends to keep it. 

If this is true—and I should 
be so pleased if someone would 
say so-—-then the advertising pro- 
fession (if it is a profession) is 
committed to a course of suicide. 

A lot of words are written and 
spoken about the standing of the 
profession without apparently 
leading to very much action; it 
would be better, in my opinion, 
if we paid much more attention 
to the words and the thought 
upon which the job of advertising 
fundamentally depends. 

GRAHAM CHERRY. 
Jermyn Street, S.W.1. 
’ 
Sales talk and 
. 
literature 

Sin,—I agree with Gerry 
O'Connell (February 26) that 
copywriting is a_ branch of 
business, but I still maintain that 
it js also a branch of literature. 

| agree, too, that literature, 
whether sales literature or the 
other sort, is mever as Mr. 
O’Conne!l puts it “fine writing 
per se.” It is the use of the 
written word to produce an effect 
in the reader—-to amuse him, to 
instruct him, to arouse his com- 
Passion, to inspire him to noble 
thoughts, or to get him to buy 
a box of pills. The admiration 
it evokes as good writing is 
a secondary, and often delayed, 
effect. 

But if. as Mr. O'Connell sug- 
gests, the copywriter is merely a 
salesman whose sales talk goes 
into print, my argument. still 
stands. In other branches of 
salesmanship a man must specia- 
lise and study the technicalities 
of his product as well as the cus- 
tomers, before he can attain 
success. 

Tne copywriter is expected to 
switch from cars to corsets and 
custard powder, and from. this 
audience to that overnight. If he 
could really do that well, surely 
he would be able to sell himself 
a better job than that of copy- 
writer? 

Only a genius of a salesman 
could do what is expected of the 
copywriter, and that is why the 
poor fellow so often falls back 
on language and statements that 
would never be used by a sales- 
man who meets his customer 
face to face. 

LEONARD TAYLOR. 
18 Hemstal Road. N.W.6 


Saying a mouthful 
Sir,—-Presumably the abolition 
of sweets rationing will be fol- 
lowed by brand advertising. 
Dare one hope that we may 
be spared an epidemic of “mms” 
and “m-m-m-s” and “oohs” and 
“aahs” and “yums”—and the rest 
of the “wizzo” wordage of the 
“delish” language? 
DousBTFvut. 
(Name and address supplied.) 
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We need more room 


to meet demand of increasing business 


MARCH 14 


we move to 


149 FLEET ST. E.C.4 


where we have taken over and modernised 


the whole of the first floor 


Tel: CITy 2604 (5 lines) 


NATIONAL NEWSAGENT l 
BOOKSELLER, STATIONER 


* The only trade journal with a 5-figure A.B.C. net sale 


PROSPEROUS 
LEICESTER 


—lin deck 
Test Town 


130,000 DAILY NET SALE 


LEICESTER 
MERCURY 


LONDON. C.P.R. CRANE, 44 FLEET ST. E.C.4, TEL. CEN: 


6820 
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BANBRIDGE 
NEWCASTID 
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Cutinaniae ag terres 1,370,709 
2 Hours Flying Time from London 

Daily Sea and Air Communications 
Modern Internal Road Transport System 
No Customs or Trade Barriers 


Most Efficient Daily Coverage of the Whole 
Area by the Northern Whig 
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LARGEST NET SALE IN NORTHERN IRELAND EVERY MORNING 
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| 
URGENTLY 
| WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. | HARRISON LTD. 


FOUNDRY - Mili GREEN ROAD ~- MITCHAM 
Telephone : Miecham 22) -'881-4054 Telegrams: Destroying, Mitcham 
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Giving a fillip 
to shoe design 


"BHAT the British shoe and leather 
industry, magnificent in the quality 
of its workmanship and materials, 
nevertheless lags behind France, 
Italy, and America in design, is the 
belief of Frank R. Cooke, who has 
done such notable sales promotion 
work for the Shoe and Leather 
Record and also for the Shoe and 
Leather Fair sponsored by that 
journal. It is this belief that led 
him to organise the recent shoe 
design competition that produced 
some 700 entries. 

Few men can have had a more 
varied experience of all branches of 
selling than Mr. Cooke. Beginning 
in journalism with the Journal of 
the Royal Institute of Public Health 
and Hygiene, he moved into adver- 
tising as a copywriter with Samson 
Clark, and was subsequently with 
the Travers Cleaver agency. (Inci- 
dentally, Gwilym Lloyd George was 
for a while a partner in the agency 
before Cleaver went to Dorland’s.) 
Mr. Cooke was one of the first 
A.L.P.A.s, and signed the Golden 
Book at the Wembley Convention 
in 1924, 

Since then he has moved into ad- 
vertising management and selling 
with the Itshide Rubber Co.; Dr. 
Scholl; and Selby and Joyce Shoes. 
And there was also an R.A.P. inter- 


lude in which he helped control 
fighter cover for landings at Sicily, 
Salerno, and Normandy, and fol- 
lowed with a spell with a radar unit 
in Germany. 

It was in 1951 that Mr. Cooke 
joined Shoe and Leather Record. 
Recently he has been appointed to 
the board of the Shoe and Leather 
Fair Society Ltd. 

* * * 


W ITH much interest I have been 
looking at reproductions, in a New 
Zealand paper, of some of the 
magnificent etchings which J. M. A. 
Hott (governing director of the New 
Zealand, Australian, and London 
agency that bears his name), has 
given to the National Art Gallery 
at Wellington. “One of the best 
collections of etchings and engrav- 
ings in the southern hemisphere,” 
the paper describes it. 

The Hott collection includes rare 
proofs by old masters and prints of 
outstanding contemporary achieve- 
ments. Rembrandt, Durer, Van 
Dyck, Hollar, Whistler, Forain, 
Meryon, Millet, D. Y. Cameron, 
Augustus John, Brangwyn, McBey, 
and Blampied, are among the artists 
represented. 

I was interested to note that in 
Rembrandt's “Three Orientals” his 
Signature appears in reverse, as in 
“mirror writing,” because he did not 
adopt the usual procedure of signing 
his name back to front on the plate. 
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appropriation is 
complete without 
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RAZOR-KEEN PUBLICITY IN DUBLIN 


Mi. J. van Beile, a Dutchman, who 
1s chairman of the Philips company, 
invited a number of prominent 
people to breakfast in Dublin's swish 
Royal Hibernian Hotel the other 
morning, and made the stipulation 
that they should come unshaven. 

Among the 70 businessmen who 
turned up was Senator Andrew 
Clarkin, Dublin's Lord Mayor. 

In spite of the frowsy appearance 
of the guests, the breakfast proved 
a most cheery, humorous and suc- 
cessful affair. After all kad eaten 
their fill, Mr. van Beile looked round 
and said: “These guys need shaves— 
serve out the razors.” 


At once pretty girls handed out 
Philips’ latest model, and after 
showing the recipients how to work 
them, stood by giggling while the 
breakfasters ploughed their way 
through the lush overgrowth on their 
faces. 

The firm are entitled to full marks 
from the publicity viewpoint. But 
it was a nice gesture on their part to 
present the Lord Mayor with a dozen 
razors for distribution to city 
hospitals; also, Dr. James Quinn 
was asked to accept another dozen 
for the Institute of the Blind, 
together with instruction booklets 
printed in Braille. 


- meanwhile in London 


To launch their new Philishave dry shaver, details of which were given last 
week, Philips Electrical Ltd. gave a buffet lunch at the Waldorf Hotel, 


London. 


Highlight was a three-minute shaving contest between (left to 


right) Eamonn Andrews, Raymond Glendenning, Henry Hall, Eric Robinson 


and Freddie Mills. 


Film star Anne Crawford gave the award for the 


smoothest face to Raymond Glendenning who had been given a ten-second 
handicap because of his moustache. 


. 
More members of 
over 50 club 
STATISTICS ave supposed to show 


that country clergymen live longer 
than anybody else. But | seem con- 
stantly to be hearing of advertising 
and press men who are still going 
strong after half a century's work 
often with the same firm. The Ad- 
vertising Club of Oxford boasts two 
such, among its vice-presidents. One 
is Frank Blackler, who joined the 
Oxford Times as an office boy in 
1899 and retired from the general 
managership in 1951. The other is 
R. C. Kent, secretary and general 
manager of the Church Army Press, 
with whom he completed his fiftieth 
year in December. 

But beating both these records ts 
Henry Cuthbert, director of Charles 
Birchall & Sons Ltd, publishers of 
the Journal of Commerce and Ship- 
ping Telegraph. Mr. Cuthbert, who 
supervises Birchall’s interests in 
London, has been with them for no 
less than 55 years. And even that 
was not the beginning. Before join- 
ing them he had put in five years 
as a junior reporter with the New- 
castle Journal and the Belfast News- 
Letter under his father, the late 
James Cuthbert. Now in his 75th 
year, Mr. Cuthbert is not planning 
to retire yet. 


Back from land 


of the Mau Mau 


My guess is that the recent 
visit of Fleetwood Pritchard to 
East Africa to advise the Admini- 
stration of the East African Railways 
and Harbours on public relations, 
is only the beginning of what is 
going to be a very interesting story. 

The chairman of Pritchard, Wood 
& Partners is the most self-effacing, 
and indeed elusive, of men. But 
fortunately Henry Deschampsneufs, 
manager of the agency's overseas 
department, has no __ inhibitions 
about being communicative. He 
tells me that he went out first, add- 
ing a few more thousand flying 
miles to the scores of thousands 
already to his credit. In East 


* * 


Africa, he covered the ground very 
thoroughly by rail in Kenya, Tan- 
ganyika, and Uganda, visiting the 
ports, wearing a revolver (fortun- 
ately unneeded) through Mau Mau 
territory, and talking to railway 
officials, members of chambers of 
commerce and _ business houses, 
politicians and pressmen. 

One rail journey—from Kampala 
in Uganda to Nairobi—was made 
luxuriously in the inspector's coach 
and took him over the Equator at 
a height of 9,000 feet. The travel 
folk arranged a series of “sun- 
downers” (i.e. parties) at which he 
could meet people. Apparently this 
was the first time they had ever 
done such a thing—a sure indica- 
tion that their public relations ideas 
needed brushing up! 

Mr. Pritchard came out to meet 
Mr. Deschampsneufs at Nairobi, 
and a report was prepared and sub- 
mitted on the basis of the data 
that the latter had collected. They 
left Enteboe on the Monday even- 
ing of last week and arrived, by 
Comet, for early breakfast in 
London the following morning at 
6.20 a.m.! 

1 need hardly recall that Mr. 
Pritchard was a Director of Public 
Relations to the Ministry of Trans- 
port during the war. 


Contact 


WEEKS WISECRACK 


™~ 


When I spoke of a Cabinet 
for Advertising I didn’t 
really mean a_ type 
cabinet, old man.” 
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ADVERTISER'S WEEKLY 


place their 


Screen Advertising Righ ts 


in the hands of 


OunGER 


% 


Facts not to be ignored when planning screen 
advertising : 


¢ Well over 1,000 cinemas to choose 
from in the Younger network. 
« Many are solus to the town. 


e Filmlets and Budget Films from 20 to 
50 feet. - 


° The cost of a filmlet is 10/- per cinema 
per week. 
Details of this economic medium from :— ies. 
Daniel F. Warnock, ium 4A 
Director of National Sales. 
Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 


YOUNGER PUBLICITY SERVICE LTD - 28 ALBEMARLE STREET - LONDON - W.1 - REGent 6593 
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ADVERT! >Eh 5S WEEKLY 


We tHear— 


PHAT a Manchester Guardian ex- 

hibition of Coronation pictures will 

open at Kendal Milne’s, the Deans- 

gate. Manchester, store on June 3, 
# ¥ 


THAT the transpo.: committee re 
commends that football pool adver 
tsements should be allowed on 
Lincoln Corporation buses. 
s . 
THAT Thomas Kerfoot & Co., Ltd., 
have produced a new counter dis- 
pluy outer for their Kerofil chloro- 
phyll lozenges. 
* . 
THAT the Daily Telegraph 1s again 
sponsoring the London Caledonian 
Games at the White City to be held 
this year on Saturday, May 30. 
* * * 
THAT in the United States Lever 
Bros. are offering three packets of 
flower seeds with each economy 
size pack of Rinso. 
* * ¥ 
THAT a brochure on Dunlop rubber 
soles and heels issued to the shoe 
repairing trade illustrates showcards 
and other sales aids available. 


THAT Kangol Wear Ltd. are run- 
ning a window display competition 
with a top prize of £100 for depart 
ment stores employing display staff, 
and £75 for other retaileis 

# ¥ 


* 
THAT the Harris Tweed Association 
have issued an appeal to retailers 
to ensure that the label which shows 
the certification mark authorised 
by the Board of Trade is affixed 
to all finished garments made of 
Harris tweed. 

* * * 
THAT of the £20 collected at the 
Birmingham Publicity Association 
annual dinner-dance last month, ten 
guineas were sent to the Lord 
Mayor of Birmingham's Flood 
ey! ica and the balance to 

N.A.B 


~. * * 
THAT the Services Watch Co., 
Ltd., are advertising to display 
manufacturers asking them to sub- 
mit suggestions for new display units 
for Services and Aviation sports 
watches. 

* * ¥ 
THAT Graham Roe addressed the 
Manchester branch of the Incorpor- 
porated Advertising Managers’ 
Association last Thursday on out- 
door advertising. 

” , * 
THAT de-boned, de-skinned, pre- 
cooked and quick frozen Scottish 
kippers are being sold in the 
United States with the name of 
Fdinburghers. 

* * 
THAT “Productivity” will be the 
theme of a week-end conference of 
editors of works magazines at 
Llandudno from Friday, March 20 

Monday, March 23, organised by 

the Industrial Welfare Society 

* »* »” 


THAT Skegness is to run a com- 
petition for the best illuminated 
premises in connection with the 
resort’s illuminations this vear. The 
judges will be Blackpool's [lumina- 
tions Committee. 
* * * 
THAT the Dutch book on The 
Battle of the Floats, which has 
teen published in aid of the flood 
relief funds of both Holland and 
this country and is handled here by 


Newman Neame Ltd., was reviewed 
in the FV “Leisure and Pleasure” 
prograrame on Tuesday. 

* * * 
THAT the News Chronicle is 
arranging, in co-operation with the 
Rank Organisation, for 10,000 peo- 
ple to be able to see the Coro- 
nation televised in four cinemas in 
London, Manchester, Leeds, and 
Doncaster. 

¥ * 5 
THAT the Incorporated Association 
of Architects and Surveyors have 
appointed Will Kitchen Jr. (Maga- 
zines) Ltd. as advertisement man- 
agers in Great Britain for their 
official monthly  publication—The 
Partheon. 

* * * 
THAT prizes ranging from £1 to £5 
are being offered in a Lancaster 
Guardian painting competition for 
children. Water colours and oi! 
paintings submitted by competitors 
will be exhibited in Lancaster City 
Art Gallery. 

+ . 


THAT the 30 colours recommended 
by House and Garden are to be 
seen in furnishings, floor coverings, 
hangings, materials, and wall treat- 
ments featured at an exhibition 
it this journals’ Decoration Centre 
in Grafton Street, London, until 
uly. 

* * * 
THAT during 1951 the Irish Cen- 
sorship of Publications Board 
banned 97 cut of 114 riodicals 
examined for “indecency.” 

* * ¥ 


THAT Alan Sandwell, o! the Pub- 
aa? Department of Waiver Bros., 
Ltd., has just returned to London 
after a brief visit to Dublin. 
y 
THAT Major Norman Kark is 
again officer in charge of co-ordina 
tion for the Royal Tournament, to 
be held at Earls Court on June 9. 
” - * 


THAT Alf Hammersley, of B's 
production department, 

sented by his wife last 

a second child, to be christened hil 
Susan, 


TWENTY-FIVE 


March, 1928 


The Advertising Association sent 
a resolution to the Prime Minister 
and the Postmaster-General urging 
the restoration of the penny postal 
rate. 

* * * 

The Thirty Club entertained 
Harry Swartz, treasurer of the New 
York Advertising Club, at a 
luncheon at the Savoy Hotel. 

* 


Ford's introduced a new car with 
full pages in magazines. 
* * 


*. John Roe was elected chairman 
of a Manchester Publicity Associa- 
tion. 

* * * 

John L. Baird spoke to the 
Aldwych Club on his experiments 
with television and its future. 

. * * 

Arthur Sanderson & Sons Ltd. 
launched what was believed to be 
the first campaign to sell branded 
wallpaper. 

* * * 
Coinciding with the completion 


1 
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Lewitt-Him was among the British designers who exhibited their work last 
year at the Stockholm National Museum. As a result came a com- 


mission to design a poster, reproduced above, for 


the largest Swedish daily paper. 


” 


“Dagens Nyheter, 


The campaign was heralded by an article 


in the paper itself which contained a reproduction of the poster in full colour. 


Transport ad, 


agents 


Griffiths & Millington Ltd., Lon- 
don, have been appointed agents in 
this country for the advertising or 
a number of Sydney and Melbourne 
transport systems, 

These comprise the Sydney-Parra- 
matta-Chatsworth-Hurstville buses, 
Sydney trams, Sydney harbour fer- 
ries, and Manly ferries, and Mel- 
bourne trams and buses. 


Publicity on wheels 


for the resorts 


A publicity drive for the south- 
cast coast resorts of Margate, 
Broadstairs, Ramsgate, Folkestone, 
and Hastings began this week, when 
an East Kent Road Car Co., double- 
decker bus began its tour of the 
Midlands and north country. With 
all seats removed, the bus has been 
converted into a mobile information 
bureau, on the lower deck, and the 
upper saloon has a pictorial display. 

Towns to be visited are: Luton, 
Northampton Rugby, Leicester, 
Nottingham, Derby, Stoke-on-Trent, 
Wolverhampton, Walsall, Birming- 
ham, Coventry, and Swindon. 


YEARS AGO 


of the new Selfridge building in 

Oxford Street, the Advertising Asso- 

ciation gave a banquet to Gordon 

Selfridge. 
* * * 

A collective advertising scheme 
for life assurance was suggested 
with an annual appropriation ot 
between £50,000 and £100,000 

¥* * 

Pearson's launched Home Garden 
ing. 

* * . 

J. A. W. Mudie. of D. C. Thom- 
son & Co., Ltd., was elected presi- 
dent of the Press Advertisement 
Managers’ Association. 

* * 

Associated Newspapers claimed a 
world record in advertising with an 
advertisement revenue of over 
£100,000 in one week from. their 
three papers, the Daily Mail, 
Evening News and Weekly Dispatch. 

* * x 

Player's launched their Airman 
tobacco with colour pages in maga- 
zines, 


FORO EEE HEHE EEE EE EH, 


ADVERTISING 
DIARY 


Friday, March 13. 

Pusticiry CiLusp OF Leicester 
Howard Wadman on “Advertising 
is poetry.” Bell Hotel, 12.45 p.m 

Monday March 16. 

Pusticiry CLius or Leeps. Pub- 
lic speaking section annual com- 
petition for Frank H Dutson 
trophy. Leeds and Country Con- 
servative Club, 6.15 pm 

Coventry Puspticiry Assocta- 
a, ., Subject: “The Press Under 
ire 

Tuesday, March 17. 

BIRMINGHAM PUBLICITY ASSOCIA- 
TION ‘Associates’ Circle) “Let 
justice be done."’—mock trial with 
Birmingham Press Club, 6.30 p.m 

REGENT ADVERTISING CLur 

A. C. Butlin on “Marketing.” 
(educational lecture.) 
INSTITUTE Pustic RELATIONS 
on “Office Printing 
Kingsway, WC 


Wednesday, March 18. 

ADVERTISING CLUB OF OXFORD 
Roger Pryer on “More about dis- 
play.’ City Restaurant, Cornmarket 
6.40 p.m 

Thursday, March 19. 

INCORPORATED SALES MANAGERS 
ASSOCIATION (Royal Counties 
branch) President's Night. Riviera 

» Hotel, Maidenhead 

Pusticiry Ciun or Worver- 
HAMPTON Speaker Audrey 
Withers 

Pusticrry Cius oF Leeps. Cecil 
Meyer on “Typography in adver- 
tising.”’ Peel Restaurant, 6.15 pm 

Braprorp PuBLICITy ASSOCIA- 
TION ladies’ night. Speaker: Leo- 

Midland Hotel 


Pusticity Ciun or Newcastte 
Upon Tyne. W. Ogden on “Town 
and Country Planning.’ Crown 
Hotel, 1 pm 

Friday, March 20. 

INCORPORATED ADVERTISING 
MANAGERS ASSOCIATION annual 
dinner Café Royal 

PUBLICITY CLus or Nortu 
Wares. Visit to the North Wales 
Paper Co., Ltd. mills at Flint 


COPE HTH EEE EEE EEE EEEeED 86 


Growth of direct 
mail in America 


Except for television direct mail 
is the fastest growing form of adver- 
tising in the United States, accord- 
ing to Fortune, the American busi- 
ness magazine. 

Last year, states an article, $1-2 
billion was spent on the promotion 
and sale of goods and services by 
mail. This sum, which represented 
more than a sixth of the $7 billion 
spent on all advertising in the States. 
was over three times the amount 
spent on direct mail in 1940, 
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POPP POP PD LOL PO LOW LOK LOB LB I aN le Y 


BUSINESS | 


introduces 


CHANGE OF ADDRESS 


As from Monday, March l6th, 1953, the address of 
our London Office will be: 


20 BREAMS BUILDINGS 
FLEET STREET 
E.C.4. 


_ {CHAncery 3971 
Telephone: { HoLbers 4321 


Will you please alter your records zc-ordingly? D 
sa 4 ” .. . new-style Economic 
THE ARGUS 


THE AUSTRALASIAN PC ST 
WOMAN'S WORLD 
YOUR GARDEN 
AUSTRALIAN FARM & HOME 


Service for Industry. 


THE ARGUS & 


AUSTRALASIAN LIMITED 
MELBOURNE, AU5TRALIA 


Years ahead 
of the 


U.S.A. !! 


The NEW YORK SUNDAY 
NEWS now offers advertisers 
14 localised editions for con- 
centrated local advertising. 


Hailed in America as a great 
advance ! 


FOR ’,&€ & 2S 


HOME COUNTIES 
NEWSPAPERS GROUP 


have offered Group rates for 
concentrated local editions. 
Eleven newspapers covering 
1,000 miles of prosperous 
Beds, Herts and Bucks. 


PER TRADE 
S'COL 45 me «FLAT 
INCH RATE 
Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 


Phone : Luton 5050 
Advertisement Manager: C. W. Gilder 


“SYSTEM” 
Desk Diaries 


A selection of Daily 
Desk Diaries which will 
serve you faithfully every 
working day of the year. 
They show you instantly 
all appointments, record 
items for future atten- 
tion, remind you of jobs 
to be done and matters 


to be attended to. 


* 


Write for leaflet to: 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 
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PROSPECT, from April next, will be 4 
monthly part of BUSINESS (A.B.C. cover 
12,500 sales monthly). 


@ will give businessmen significant facts 


and figures. 


@ will present these in easy-to-read, easy- 


to-compare form. 


@ will interpret, examine trends, forecast 


developments. 


@ will highlight trade openings at home 
and abroad. 


@ offers banks, insurance and finance 
houses, and all business services, a sound 


advertisement medium. 


Ask for specimen copy of BUSINESS and 
its new bound-in supplement PROSPECT 

180 Fleet Street, London, E.C.4. 
Tel. CHAncery 8844. 


BE FORWARD-LOOKING, TOO 
BOOK SPACE IN 


PROSPECT 
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ADVERTISER'S WEEKLY 


@ continued from page 474 


More News 
About People 


At the annual meeting of the 
Electrical Sign Manufacturers Asso- 
ciation on Tuesday J. H. G. Pearce 
(Pearce Signs) succeeded G. S. 
Campbell (Franco Signs) as chair- 
man. The new vice-chairman is 
F. F. Newlands (Claude General 
Neon Lights). 

* * * 


Foote, Cone & Belding Ltd.'s 
managing director, Brian F. Mac- 
Cabe, and Olaf Ellefsen, director 
in charge of agency operations for 
the Federation of Swiss Watch 
Manufacturers, are visiting Switzer- 
land this week to discuss plans for 
advertising and public relations 
campaigns in ten countries in the 
Eastern Hemisphere for the next 
twelve months. 


W. Harold Butler (/e/1), manager of 
the production department, Saward 
Baker, and George H. 
financial controller of C. 
Layton Lid., at a luncheon at the 
Café Royal, London, given by C. 
& EF. Layton Ltd. to mark the intro- 
duction of their new type face 

master cabinet. 

- 


* 

F. G. Abbott is joining the board 
o directors of Franco Signs 
(Africa) Pty., Ltd. 

* * +. 


G. Martin Lewis, general manager 
of Lutterworth Press, is on a five 
weeks’ visit to American and 
Canadian publishing circles accom- 
panied by his sales manager, 
Charles Arnold. 


a - * 

T. Sheridan Innes, afier 14 years 
with Duresco Products Ltd., paint 
manufacturers, has returned to busi- 
ness consultancy and will act as con- 
sultant for Duresco advertising 
through their agents, C. J. Lytle 
Lid. 

* . 

In the LLP.A. examination 
results (published last week) Robert 
A, Fraser was wrongly described as 
being with C. Vernon & Sons. 
Yared he is with S. C. Peacock 
Lid. 


OBITUARY 
J. Oppenheimer 


Julius Oppenheimer, founder of 
Chromoworks Ltd., lithographic and 
photo-offset printers, died on Sun- 
day in his 92nd year. 

ite started his business career 
nearly 70 years ago by importing 
litho printing from Germany whose 
work, in those days, was of a far 
higher standard = than 
here. 

It was in 1912 that he opened a 
new factory at Willesden under the 
name of Chromoworks. 


produced 


Current Advertising. 


Firestone launch non-leak tubes 


New Ever-Ready 
blade 


Ever-Ready are launching a new 
razor blade—the Radio Gold. Heavy 
advertising will be used, starting 
with a_ half-page in the Daily 
Express. 

Radio Gold is a double-edged 
blade retailing at four for 6d. Theme 
of the advertising will be economy 
with a slogan of: “6d. for 4—Why 
pay more!” 

National daily and Sunday news- 
papers together with provincial 
newspapers will be used extensively. 
Erwin Wasey & Co., Ltd., handle 
the account. 


. 
Sumrie start an 
s a 
‘off-peg’ drive 

Believed to be the largest cam- 
paign ever to be launched for men’s 
ready-to-wear suits and overcoats 
is a scheme which has been planned 
by C. & M. Sumrie to tackle a 
market which, they say, “has yet to 
be fully developed.” 

Spearhead a te campaign will 
be a double-page spread in 
Illustrated on March 21, with a 
similar space in Picture Post the 
following week. This is being sup- 
ported by local stockists advertising 
and a-— merchandising campaign 
which, with window displays and 
showcards, will link up with the 
national campaign. 

Sumrie market ready-to-wear 
suits in a multiplicity of sizes— 
there are over 100 fittings to choose 
from. The Robert Freeman Co., 
Ltd., handle the account. 


Paint contest 


As part of a new “Brighten Up” 
campaign launched this week Star- 
line Varnish & Enamel Co., Ltd., 
are running a £400 competition on 
the features of their Starline 
Chinese lacquer. 

Advertising for the contest is ap- 
pearing in Picture Post, John Bull, 
Woman, Radio Times, and the News 
of the World. The first prize is 
£300, 

A direct mail campaign is also 
running to dealers giving them 
details of entry forms and point of 
sale material. This is backed by 
advertising in the trade press. 

Starline have issued a new car- 
riage card on the London Under- 
round. Agents are Crossley & 
‘o., Ltd. 


More sales aid. 


With the advent of the “D”" 
scheme bringing most of — their 
models into the tax-free range, 
Lita-Loom Ltd. are providing for 
retailers a new brochure and a large 
display board showing over 30 
models. 

These include the new Medway 
combined television or radio table 
and bookshelf, covered in hard 
loom. To assist retailers who cannot 
carry the full range of models in 
all finishes, the display board will 
be accompanied by full swatches of 
the tapestry, brocade, velvet and 
florestin coverings as well as colour 
specimens of the actual loom or 
woven fibre finished in enamel 


og Agents: Perard Publicity 


Firestone are introducing a Leak- 
proof tyre inner-tube with extensive 
publicity. One hundred thousand 
leaflets have been distributed to 
garages and retailers and special 
copy for the new development will 
be substituted in the majority of 
Firestone press ads. during the next 
two months. 

The copy points out that natural 
rubber is porous but that Firestone 
have now solved this problem. It is 
claimed Leakproof maintains con- 
stant air pressure longer than any 
other natural rubber tube. 

Leakproof tube advertising is ap- 
pearing in most of the leading 
national newspapers, London even- 
ings, provincial morning and even- 
ing tewspapers, motoring journals 
and the trade press. 

Double crown posters have been 
produced for garages and they are 
also being used as window display 
and counter material. 

Firestone advertising is handled 
by Service Advertising Co., Ltd. 


New hair line 


Advertising will 
women’s 


soon in 
Sheen, a 
hairdressing 
Osborne, 


start 
magazines for 
new cream-to-liquid 
being introduced by 
Garrett & Co., Ltd. 

It is being packed in jars and 
tubes for use in hairdressing salons 
or for resale. Trade press advertis- 
ing has begun and display material 
has been prepared. Auld & Tilbury 
Ltd. are the agents. 


National advertising on a substan- 
tial scale is starting next week for 
a competition being launched by 
Batchelors Peas Litd., for their 
Chicken Noodle Soup. Prizes will 
be 100 Ferguson 14 in. Console 
TV receivers. A_ display piece, 
pictured here, is now being distri- 
buted. Mather & Crowther Ltd. 
are the agents. 


Ward’s radio show 


Marshall Ward Ltd. are giving 
£30 worth of merchandise away 
each week to competition winners 
in 4 new programme they are spon- 
soring on Radio  Luxembour 
entitled “Chance of a_ Lifetime, 
featuring Peter Cavanagh. 

In addition, every listener enter- 
ing will be sent a copy of the 
Marshall Ward spring catalogue. 
Hector Ross Radio Productions 
Ltd. are handling the programme in 
conjunction with Dixons West End 
Advertising Agency Ltd. 


e AT 


press). 


NEW CAMPAIGNS: 


national dailies, 


Failte, national 
(Napper, Stinton, 


tourist 
Woolley 


scheme, 


A GLANCE e 
NEW ACCOUNTS: 


Humber Oil Co., makers of Excelene cycle oil and Brit-Fix 


repair outfits, for Alfred Bates & Son 
transport and poster advertising); Frascati Restaurant for G. 
Street & Co,, Ltd. (provincial mornings and London suburban 
weeklies); Metallizirng Equipment Co., Ltd., metal sprayinb 
equipment manufacturers, for Taylor Advertising Ltd. (trade 


Ever-Ready Radio Gold razor blades (Erwin Wasey & Co., 
Ltd.), national dailies, Sundays, provincial newspapers and trade 
press; Kemdex-Oxydent (Greenlys Ltd.), national dailies, Radio 
Times, and trade press; Swallow rainwear (Mundy, Gilbert & 
Troman (Birmingham)), national newspapers and magazines; 
Firestone Leakproof tubes (Service Advertising Co., Ltd.), 
London evenings, 
weeklies, motoring journals and trade press; Crayson fashions 
(S. H. Benson Ltd.), women’s monthly and weekly magazines 
and trade press; Starline varnish and enamel (Crossley & Co.., 
Ltd.), News of the World, Radio Times, and weekly magazines; 
Anzora hair cream (G. Street & Co., Ltd.), national Sunday 
newspapers, weekly magazines and men’s monthly magazines; 
Scrubb’s Ammonia (Hedley Byrne & Co., Ltd.), Daily Express 
and women’s magazines; Vironita tonic (R. S. Caplin Ltd.j, 
national and provincial newspapers and trade press; Fogra 
publicity 
Ltd., 
Advertising Ltd. (Dublin)), national and provincial newspapers 
and magazines; Dunlopillo (C. F. Higham Ltd.), national and 
provincial and specialised press; Sheen hairdressing (Auld & 
Tilbury Ltd.), women’s magazines and trade press; Pakamac, 
light-weight pocket mac (Alfred Bates & Son Ltd.), national 


PUBLIC RELATIONS ACCOUNTS: 


Stafford Hotel (St. James Place, London), and Norfolk Hotel 
(Bognor Regis), for Editoriai Services Ltd. 


td. (trade journals, 


provincial dailies and 


Organisation of Ireland 
in association with Sun 
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‘The Farmers 


Weekly’ face-lift 


A “face-lift” is being given to 
The Farmers Weekly. 

As from the March 20 issue 
the following improvements in 
style and make-up, including new 
advertisement spaces, will be in- 
troduced, 

Edges will be trimmed all 
round. Market reports will be 
printed as an eight-page section 
on tinted paper stapled into the 
centre of the paper. This section 
will carry two solus half pages 
(across) which will cost £150 
each. Alternatively the space can 
be booked as a whole double or 
triple column (£120 or £160). 

A weekly illustrated poultry 
section is being introduced. Facing 
matter positions will be available 
to poultry advertisers at scale 
rates. The home section (for 
farmers’ wives) will be re- 
arranged at the back of the paper. 
A whole page in two colours 
costing £235 will be available (or 
in three colours if desired), as 
well as ordinary advertisement 
spaces. 

Throughout the paper two new 
solus spaces will be introduced, 
a half triple column and a whole 
double column, each costing £100. 

A leaflet has been produced 
which shows the various positions 
in miniature “spreads.” 


The new ‘Truth’ 


Pronounced changes have been 
introduced into the format and 
content of Truth now published 
by Staples Press. 

March 6 issue appeared as a 
36-page magazine (124 in. x 
9} in.), Front cover contains no 
editorial but summarises subject 


matter which is also listed in 
detail inside. The heading, in 
bold lettering, incorporates a 


Grecian figure bearing a lamp 
and mirrer. This figure is also 
used to mark paragraphs in the 
leading editorial. 

An article is devoted to contri- 
butors: Strube (cartoon), Lt.- 
Gen. Sir Francis Tucker (mili- 
tarv), Hubert Foss (music), 
Richard Church (countryside), 
Guy Eden (politics). and others, 
as well as Vincent Evans (editor). 
Ronald Stanles contributes an 
article on “The Fate of the 
Family Business.” 

Banks and book publishers are 
prominent among the advertisers. 

The price of Truth is 6d. 

* * 

The spring issue of Envoy, export 
journal for the shoe trade, is a 
Coronation number with 76 pages, 
plus covers. Manv of the adver- 
tisements are in full colour. 

* * 

Boxing News ran two colours last 
week for the first time. The mast- 
head was printed red and black and 
red was also used in several head- 
ings to editorial stories and articles. 

* * 

Net sale of the Daily Telegraph 
during February was 994,441 copies 
daily. 

* * 

Congratulatory messages from 
the Minister of Transport (Mr. Alan 


Lennox-Boyd) and the president of 
the Royal Society for the Preven- 
tion of Accidents, Lord Llewellin, 
are indluded in the 200th issue of 
Safety News, the journal of the 
R.S.P.C.A. 

* « * 

Cook's Continental Time-Table is 
celebrating its 80th birthday. Since 
it was launched in 1873 it has 
always been printed by Thos. For- 
man & Sons Ltd., of Nottingham. 

* * * 

The 1953 issue of Odhams’s Ideal 
Home Book of Plans is the 13th 
edition. Of the 96 pages, about half 
are taken up by advertisements for 
home and kitchen equipment of all 
kinds. The photographs of houses 
and rooms are an attractive feature 
of this five-shilling book. 

* * * 

A Manchester Evening News page 
of tie-in advertising comprises an 
advertisement for the Hoover Wash- 
ing Machine, surrounded by about 
120 small display ads. giving the 
names and addresses of dealers. 


Weekly suspended 


The Brighton Standard, which has 
served the district for nearly 100 
years, has suspended publication, 
with the issue dated March 4. Ina 
black edged front page announce- 


ment, the rising costs of raw 
materials and wages, the high price 
of newsprint, and the incidence of 


heavy taxation, are given as the 
reasons by the proprietors. The 
Statement concludes by mentioning 
that if there is a considerable de- 
crease in newspaper production 
costs, it may be possible to restart 
the newspaper. 
* * * 

The Leicester Evening Mail car- 
ried a four-page supplement as an 
advertiser's announcement on the 
centenary of the Leicester Perma- 
nent Building Society. 

. . * 

Over 20,000 women have sent in 
photographs in the nation-wide 
search for cover girls organised by 
Woman's Own. Personal appear- 
ance area finals will be held at 
ABC cinemas. 

* * * 

A silver-gilt vase has been given 
by Woman as a challenge trophy 
for a new class at the National Rose 
Socicty’s Summer Show at the Hor- 
ticultural Hall, Westminster, on 
July 3 and 4. The trophy is to be 
awarded for the best arrangement 
of cut roses, and will be fer annual 
competition. 


Production story 


Behind the Headlines, a brochure 
published by the Birmingham 
Gazette and Degnatch Ltd., tells the 
story of the production of a news- 
paper, by pictures and captions. 
The company encourages parties of 
people to visit Newspaper House, 
its headquarters in Birmingham. 

¥ * * 

Spring Book Number of The 

_— will be published on March 


¥* ” * 
Display schemes for hairdressers 
salons as well as a review of hair- 
styles for Coronation Year were in- 


cluded in last week's issue of the 
Hairdressers’ Jo 
¥ * * 
The Gaelic League have 


announced the publication of a new 
monthly paper Rose to cater for 


readers who are not sufficiently ad 
vanced in the Irish language to read 
the all-Irish paper Feasta. 
* * * 
The Financial Times wi!! publish 


on Wednesday a six-page specia! 
feature on the iron’ foundries 
industry. 

* * * 


The Irish Times and The Standard 
have joined the Irish Press and Irish 
Independent in announcing plans for 
the publication of special supple- 
ments in connection with An Tostal 
~—-the Ireland at Home Festival. 

* . * 

First issue of The New Rowing, to 
be published monthly by C. 
Fisher & Co., Ltd., at Is. 6d., will 
appear on Wednesday, March 18. 


This is the cover of a four-page 


promotion folder issued by the 

rnsiey Chronicle the circulation 
area of which is described as cover- 
ing 80 square miles of the wealthiest 
working-class territory in the United 


Kingdom. 
* * * 
To mark the Coronation, th 
Stockport Ex and its. sister 


paper the Macclesfield Times & 
Courier will offer for competition a 
100-guinea trophy, to be known «as 
the Queen Elizabeth Coronation per 
petual challenge trophy. It will be 
awarded to the best amateur bowler 
residing in the circulation area of 
the two papers. 
* * * 

National Newsagent, Bookseller, 
Stationer appeared this week with a 
green cover to mark the annual 

ardening and —. book number 

he issue of March 28-—the Corona 


tion publications at will have 
a full coloud cover. 
+ 7 * 
With the issue of March 20, 


Motor Transport will be published 
on Fridays instead of a. 


ADVERTISER'S WEEKLY 


Lower rate for 
local shops 


A special display advertising 
rate for local retailers has been 
re-introduced by the Manchester 
Evening Chronicle. [he new rate 
is £2 10s. per single column inch, 
which represents a reduction of 
nearly 25 per cent on the rate 
card which continues to apply to 
all national advertising. 

In a letter to advertisers 
T. G. N. Pearce, chief advertise- 
ment Manager, announced that it 
was in furtherance of its policy 
of helping local retailers, that the 
Evening Chronicle was re-intro- 
ducing a special display advertis- 
ing rate for local retailers, “such 
as we provided before the war.” 

* * * 

Prize of £5 has been awarded to a 
Rochdale reader by the Manchester 
Evening Chronicle for the slogan— 


“Best News; Best Views; Best 
Choose The Evening Chronicle.” 
* * 7 


Melody Maker magazine booked 
the 4,000-seater Gaumont State 
cinema (Kilburn) for two concerts 
on Sunday, the entire proceeds of 
which went to the Lord Mayor's 
National Flood and Tempest Dis- 
tress -s 

* * 

The 1953 edition of The Engineer 
Buyers’ Guide has been published. 
One free copy is being posted to 
every direct subscriber to The 
Engineer and a free copy is also 
being supplied to regular readers 
through their newsagents. 


* * * 
March issue of “Shopping” Maga- 
zine, which will be published 


monthly in the future, includes 
articles on Coronation fashion, the 
Paris collections, and many features 
on fashion, furnishing, travel, and 
beauty. 


Weekly now 


The Australian national maga- 
zine, Pix, is now being published 
weekly instead of fortnightly. 

* * * 

The Electron, quarto moathly of 
the Electrical Trades Union, is now 
running a four-colour cover, Patina 
Press are the printers, Commercial 
Process the blockmakers, and F. H. 
Radford, the director of the P.R. 
division of Presservices Lid., assists 
the Union's general secretary, W. C. 
Stevens, in the editorial production 
of this 32-page paper. Presservices’ 
artists are responsible for the 
coloured originals which are re- 
produced on the front cover. 

* * * 

The spring issue of The Times 
Agriculture Review will be pub- 
lished on March 24, The price is 
6d. a copy. 


LEGAL AND GAZETTE 


Cecu. James Gray, of 81 Salisbury 
Street, Bedford, director of the Bedford 


Bill Posting & Poster Service Co., Lid 
left £10,928 15s. 4d. gross, £LIO.BIK ts 
net 

Avec Eowin Russett Logan, of SO 
Audicy Road, Faling, W., London, adver 
representative of The Gas 
, Gas Service, and other = “a 
tions, left £6,155 I bd 
£6,053 108. 6d. net 

Witttam Laurence Beanaury, of 4% 
Bedford Gardens, Kensington, late t 
managing director of Bradbury Agncw *% 
Co, the publishers of Punch oft 


c200,45i 15s. 2d. gross, £180,042 178. 3d 


CHANGE OF ADDRESS 


Vacuum Ol] Company's advertising and 
information departmem, two the Com- 
pany'’s Head Office at Caxton House, 
Tothill Street, Westminster, $.W.1 

Spice rey to & Crane 
London, E.C.4 

Wiley Displays Ltd. to Prince Street, 
Dudicy Hill, Bradford 

Joy Hugh-Roberts, editorial and we 
licty services—to 113 Shoe Lane. B.C.4 

The Mining Journal Lid. to 15 Wilson 
Street, Moorgate. London, F.C 2 


Court, 
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ADVERTISER'S WEEKLY 


Bi-lingual ads. 
for Ireland? 


Advertising in both Irish and 
English was recommended by the 
Irish Minister for External 
Affairs, Mr. Frank Aiken, when 
he opened the annual “Buy Irish 
Goods” campaign for the 
National Agricultura] and Devel 
opment Association in Dublin on 
Saturday. 

Mr. Aiken said he considered 
that with bi-lingual advertising 
one language or the other pre- 
dominating—more interest could 
be aroused in Irish products 


‘ 

MADAME ZONGA 

“ 
IN THE WINDOW 

The new Mazda window dis- 
play at Crown House, Aldwych, 
London, is a life-size presentation 
of one of the themes in a recent 
BIH lamp advertising campaign. 

The display features the 
brightly striped exterior of 
Madame Zonga’'s fortune-teller’s 
tent, at a fairground. 

At intervals Mazda coloured 
pigmy sign lamps light the 
wording “The future's bright says 
Madame Zonga” and the fortune- 
teller can be seen inside her tent. 
Gazing into” an_— illuminated 
Mazda Silverlight lamp, she sees 
a bright future for uses of Mazda 
lamps, and endorses the  state- 
ment “Mazda lamps stay brighter 
longer.” 

Window Dressing Services Ltd. 
planned and constructed — this 
display. 


Kodak exhibition 


The uses of photography in 
modern industry, as exemplified 
by the way its varied techniques 
aid the world-wide operations ot 
a large oil organisation, are the 
theme of an exhibition being pre- 
sented by Kodak at their Gallery, 
184 Regent Street, W.1, from 
March 19-April 2. The photo- 
graphs on view are drawn from 
the Shell Photographic Unit 
library of over 20,000 pictures. 


Allsopp’s new lager 
in West Africa 


Export Advertising Service 
Ltd, are the agents for a substan- 
tial campaign which has just 
begun in British West Africa to 
promote sales of Allsopp’s Lager 
which is brewed by Ind Coope 
& Allsopp Ltd. the Burton 
brewers. The campaign includes 
press, posters and filmlets 


Welcome on the mat 

A civic delegation led by the 
Mayor. of Burton-on-Trent 
(Alderman J. W. Clark) paid an 
official visit on Tuesday to the 
factory of Tresises Drip Mat Co 
Burton-on-Trent, 

The visitors saw drip mats in 
production and were afterwards 
shown specimen mats from the 
firm's library showing how export 
trade has been developed. 
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CLASSIFIED ADVERTISEMENTS 


charge, one line p'- 9d. 


Weekly,.”” 180 Fleet Street, 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per 

APPOINTMENTS WANTED, 3s. per line, 35s. per display ah y 4 
ifications, 4s. per line, 45s. per display panel inch. Minimum, 3 limes. Box No. 
covering postage, etc. 
advertisements under seven insertions MUST BE PREPAID. 
Lonadoa, E.C.4. 


y panel inch. 
All other 
Series rates on application: all 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
— if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 


he of se, of the employment, is excepted from the provisions of the 
of Vacancies 


Order 1952.” 


Exceptional Opportunity for 
Campaign Manager 
of wide experience 


One of the most progressive and successful West 
End Agencies, with an impressive list of accounts 
comprising some of the most famous names in the 
advertising business, 
qualified Campaign Manager. 


are seeking 


He must have had a sound experience of handling 
and controlling the day-to-day activities of a wide 
variety of technical and semi-technical accounts. 
must have been used to policy discussions with 
engineers and qualified technicians at the client end. 
For such a man we have an interesting proposition. 


All our Campaign Managers know of this advertise- 
ment so you can apply in complete confidence. We 
don’t mind how brief your letter is so long as it gives 
uS; age, experience, present position, salary and the 
list of accounts you are handling. 
Interviews will be arranged with those suitable. 


Box 4197 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


another really 


He 


Nothing more. 


ESTIMATOR liaison man tequired for 
Exhibiuion and Display Company (Lon 
don). Only first class applicants con- 
sidered. If you do not know your job 
do not waste both your time and ours 
Write in first instance, with fullest par- 
ticulars and salary required 
Box 4111 Ad. Weekly 180 Fleet St EC4 


Well-known expanding London 
Studio require first class 


Retouching 
Artists 


(black and white and colour) 
also 


Lettering and 
General Artist 


Box 4168 
Advertiser's Weekly 188 Fleet 8t EC4 


GENERAL 
Display Company 
competent SECRE Must be 
first-class Shorthand typist one who 
can act on her own initiative and ot 
frightened of long hours Write in 
first instance fullest particulars, salary 


MANAGER of 
(London), 
TARY 


Exhibition 
requires 


required 
Box 4110 Ad, Weekly 180 Fleet St EC4 


ASSISTANT DESIGNER required, 
conversant with EXHIBITION 
INTERIOR DESIGN, capable of 
executing complete working drawings 
and brief specifications. Experience of 
industrial design an advantage. 
ASSISTANT DESIGNER required for 
FLAT PRODUCTION WORK, neat 
lettering man and able to execute first 
class block drawings; must have at 
least working knowledge of typography 
Figure drawing an advantage but not 
essential Both vacancies offer perm- 
anent interesting Opening for keen 
industrious and imaginative men 

rite in first instance giving full 
details of experience and salary re- 
guired, and submit specimen sampies to 
Miss H. Jobbins, c/o W. 7 de 
33, Jubilee Place, S.W.3. 
Applications wil] be treated as con- 
fidenual 

EXPERIENCED | GooD 

TIST—I\ayout, lettering and visuals. 
Write full particulars and salary re- 
quired. KADEK, 78 St. James's Road, 
Surbiton, Surrey 

YOUNG SILK SCREEN ARTIST re- 
quired for work on glass and perspex 
signs Able to see job right through 
from art work to finished product 
Hervey & Goodman Ltd., 93/7 Regent 
Strect, W.1 MAYfair 9901 

JUNIOR LAYOUT MAN required by 
importaat Nat’. nal Advertiser in 
Middlesex Should possess ability to 
produce semi-finished roughs in colour 
and black and white Typographical 
knowledge an asset. Age group 23-30 
Slay week. Pension scheme. Write, 
giving full particulars of qualifications, 
experience and salary required to 
Box 4107 Ad. Weekly 180 Fleet St EC4 


fully 
AND 


“ALL ROUND 


Marcu 12, 1953 


APPOINTMENTS VACANT 


OSBORNE - PEACOCK 


require a 
TYPOGRAPHER 


to work on adaptation 


and layout 


Particulars to ART DIRECTOR 
O.P. 47 CANNON STREET, E.C.4 
CITY 6036 


EXPERIENCED LETTERING ARTIST 
required, Salary £10 p.w Write giv- 
ing full details, 

Box 4118 Ad, Weekly 180 Fleet St EC4 

ADVERTISING ASSISTANT = cequired 
who has an agency background and is 
interested in joining a Company with 
nationally known clothing products 
Fullest information to the Secretary, 
Box 4035 Ad. Weekly 180 Fleet St EC4 

AEROGRAPH COLOURISTS = required 
for Photographic showcards and display 
enlargements, Permanent positon and 
g0od salary to suitable applicants, app!y 
R Fox Ltd, 6 Hampstead High 


FIRST CLASS PHOTO RETOUCHER, 
engineering and other technical sub- 
jects. Highest class work only. Good 
salary and permanency for right man 
Apply giving full details past experi- 


ence. 
Box 4138 Ad) Weekly 180 Fleet St BC4 


ARTIST 


required by West Surrey Agency hand- 
ling engineering accounts. Must have 
experience high standard photo re- 
touching and line work. State age, 
salary and experience 


Box 4165 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST. versatile, 
visual roughs 
illustrate 
ideas 
Box 4139 Ad. Weekly 180 Fleet St BC4 

CREATIVE A a J r~y with know!l- 
oe of Ography and REALLY 
GOOD Ff INISHE D “LU TTERING ART- 
IST with some general drawing ability 
required by expanding London Studio 
Box 4147 Ad. Weckly 180 Fleet St EC4 

ARTIST. First class layout and finished 
artist. required by small progressive 
studio Write stating experience, age 
and salary required to 
Box 4145 Ad. Weekly 180 Fleet St BC4 


able to make slick 
Pencil! or colour, to 
cinema screen advertisement 


Applications are invited 
for the position of 


Advertisement 
Manager 
of the 


OUTFITTER 


Previous experience and 
good sales records essential. 
All letters will be treated in 
strictest confidence. Write 


in first instance to 


Managing Director, The 
Outfitter (London) Ltd. 
139/143 Oxford Street, W.1 


’Phone your Classifieds to CHA 8844 (Ex 25) 


>! ie —_ 
: se - — _- A — ee = —— —_ 
2 P| || Fe 
| 
Paes 
Ay 
. a 
vy ] 
c. 
: | 
; ee 
ee _—_—____ 
‘ — 
% x 
> | 
ae) po P| 
Pl 
‘  _ 
‘4 “ ; . ‘ a. . 4 bf 
we. 7 Es a: ; een is ee ae: es oe Se ee cae . Wie ome 
ea a Seer. a (ae ccee S Peete ers i on = ee ae jae. . * 


Marcu 12, 1953 §25 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


ALL-ROUND ARTIST with ability to 


visualise and suggest copy approach, . — ae —- : ~ ~y ret . . " 
required by medium-sized London APFOUNTIIENTS VACANT ne view «ila 1 poor vd ” “Mid ands Ss she n 
Agency Write for appointment, stating : ' 


oe aoe Ge Caan ammacandl North-tast and NorthWest areas d 
é cric sala ec MWA TCE « .  —-— - 
apoomtiments. Salary and MAM son 
Box 4170 Ad Weekly 180 Fleet St EC4 | Details CXPCricnee, cu ‘hy ‘ 
ADVERTISING MAN of wide experi- 


to 

cM s | . how 4172 Ad Weekly 180 Tleet St BC4 
ence requir hy Leading Midiand | t Pp & N S Ik $ P H LTD COLOUR ADVERTISING PHOTO- 
Food Manufacturers to take complct ’ . . 1 creen rinters) ° | GRAPHERS = have Ipportunity for 
charge of national and localised adver ' jonior (femae), aft training and knowl 
tising, edit and develop two existing ize of layouts, ete, to learn colou 
House magazines and increase revennc processing and uses of new colour 
from advertising space therein. create 


hove ©» immediate vacancy for man to take charge of Studio. 
Q sa'tications need to be:— 


sad senneeien aend H : photography medium to advertising 
m tion matter fun tion as PR.O roe TT cae. ° ame ee, Se 
maintain general publicity in all its GOOD LE ERING ARTIST YOUNG LADY. Junior required for 
phases. Ability to write convincingly | Copy Despatch Department of a Lon 
Pee = dl accurate J and accept -e Production of working drawings to 48 sheet posters from WL, salary and ideai 
sponsibility is essential State range of = , ‘ . 
experience. age, salary expected and | | originals. Black and white with separation drawings for half- Box 4104 Ad. Weckly 180 Fleet St EC4 
when available 
Box 4161 Ad Weekly 180 Ficet St FC4 tone and line colour work. First class knowledge of the 
=— Silk Screen Process. Ability to design. YOUNG COPYWRITER 
WANTED | have bonn informant of 
po Present staff have been info med of this vacancy (National Service completed) 
- quire >roprietary Medi- 
AGENCY EXP=RIENCED PPly required for Proprietary Mec 
PRODUCTIiOr! M 96 Upper Clapton Rd., London, E.5. Tel. AMHerst 2311/2 cine Manufacturers, South 
$ EN Bucks area, Mus; be prepared, 
- | ee > ’ 
Must be able to hindle several A REPRESENTATIVE REQUIRED with | ASSISTANT required by Publicity Man. | after 12 months’ training, to 
h felis ae oebte . sound knowledge of negotating promi- | ager of large manufacturing compan) work in Austraha for the 
usy accounts. mark-up for nent sites for a well-known Outdoor in S.E. London. Agency or simila | Company's associate business 
type and put to hand photo- Advertising Company. Good salary, ex- | previous experience essential. Age under | oe ~ tse . 
traphy_ art ae bloc penses and commission for the eight | 30. Full details and salary required, Box | | there. Salary commensurate 
graphy. artwork and ocks. man. Write, stating qualifications ; N.849. A.K. Advertising, 212a Shaftes. | | with experience, This should 
WRI I E, giving details of your Box 4157 Ad. Weekly 180 Ficet Sit EC4 | bury Avenuc, W.C.2 qui kly { vel p into a high 
c evens ‘ 
experience to date vour age ANOTHER LAYOUT MAN wanted in | F ~d _ } ] “d 
and salary r.quired, tu: busy Agency canabc of creaung sick | | SAlaried job with unlimited 
ali et » Ces BRILLIANT visuals for presentauon to clients. State | prospects. Reply 
Pr i ‘ \ ected experience and salary required Box 414! 
roductiou Manager, BT Ad Weekly tn Flect SUEC! | | qqygrtisar's Weekly 180 Fleet @t £04 
! GFEENLYS LTD. COPYWRITER PRODUCTION, Due to expansion w ¥ 
require two further production me —— — 
| 9 KELEY STREET, W.! TED {ey should have sound know:edge of | GOOD ALL-ROUND CREATIVE AD. 
he A NN ypefaces and blockmaking and be cap VERTISING Man. capable of produc 
BI ~ i INDON STUDIO have vacancy able of handling Technical Accounts ing national consumer and technical 
for g »d all-round general retoucher The positions will carry a good salary campaigns, required by well known 
pol i brush artist. top wages, five- to work with brilliant team of and applicants should write in first London Agency Write giving full 
day v«ck, two holidays with pay this instance giving age, previous expericnc: details of age, experience and salary 
sumnic:. Full particulars with salary to visualisers. Sometimes he will and salary expected, to desired. for interview 
Box 4195 Ad. Weckly 180 Fleet St EC4 provide the ideas, sometimes Box 4173 Ad) Weekly 180 Fleet St FC4 | Box 4171 Ad Weekly 180 Pleet St BC4 


REQUIRED by wel-known Outdoor 


Advertising Organisation, as Assistant 


he will develop others’ ideas. 


Manager thorough'y conversant with He will not be a mere writer 
‘he Trade and having held a similar but a creative advertising man. 
Position — preferred Write, \ ee 


qualifications and salary require This is not a job for a junior A L F R E B T E S 
_Box 4158 Ad. Weekly 180 Fleet St BCs but an opportunity for one D A 

who has not yet reached the 

top but is capable of doing so A N DSO N L_TS. 
Market Research quickly. . , 

No specimens, please, but require the following 


full details of career to 


We are looking for a | nae 

man (or woman) who | | | LEGGET NICHOLSON & additional staff 
would qualify as a PARTNERS LTD. 

17 Stratford Place, London, W.! 


RESEARCH 
OFFICER 


in our Market Re- 
search Department. London, Yorkshire and Lancashire 


This is a responsible | SIRMINGHAM COOPERATIVE senior typographer 


2 creative layout men 
LIVE SPACE SALESMEN who can bring 


results are required for established rub- to work on interesting group of technical and 

lications. Payment by good commis consumer accounts up to finished rough standard. 
| sion. Appiicants mus; have had ex- Agency trained men no beginners, please. 
| 
} 


perience in month'y trade or simi ar 
Journal and/or Year Book, preferably Apply Creative Manager 
both Representatives required for 


j } SotsEee LTD. p tions f 
post and practical ex- | “aig oon tegen asad pone — OT DISPL AY to work in close co-operation with Creative 
: : st PERV ISOR with.n the S t : age it = eric J ‘ 
perience in field survey Applicants must have a ful knowledec : met. No ag . gee . 
k . . e | of modern display work and be cap- mportance, Should rs equally al home with a 
work is essential, in- able of preparing and executing D.s- technical instruction manual or a 2 inch s.c 
9 Zi pay »s nes on t o tiative,. 4 sri we D . 
cluding the planning An applica'ion form, ‘together with =~ adaptation Apply Creative Manager 
Planatory statement, will be supplicd 
and execution of on request addressed to, Secretary 
Birmingham Co-operative Soci ty Ltd., letterin artist 
surveys and the pre- High Street, Birmingham, 4 The clos 
ing date for return of cx ompleted appl : . ~ £ 
sentation of results. cation form is April 18, 196 Slick, fast worker to highly finished 
ARTIST required by J — “& G., stage. Apply Studio Manager 
, Lid (ood standard of lettering and 
Please write fully and finished work with knowledge of type 


in confidence, stating — Mise traffic assistant 


Box 4199 Ad. Weekly 180 Fleet St EBC4 


salary required to H.C. WELL KNOWN oid established firm of with sound knowledge of production and general 
printers require anager for Sales Pro- ve > > t ‘ . » 
Caffin motion Department Comprehensive os procedure Should also be capable 
knowledge of printing, iay-out and copy administrator with previous record of respon 
writing essential Applicants should sibility, Age 25/30 Apply Traffic Manager 


be accustomed t& eet; othe ronle 
F.C. PRITCHARD, WOOD both individually aad collectively aa: 


collectively and 


& PARTNERS LTD —e possessed of the highest Each of the above vacancies carries a good salary. Sympathetic 
. c bs . 
: _ Box 4164 Ad. Weekly 180 Fleet St EC4 consideration will be given to the question of this year's 
Advertising and Public ARTIST ‘cquired for finished lettering, summer holidays. Write, telephone or call— 
Relations re-touc g and airbrush work Ability 


to prepere rough visuals foe book 
acket strat 3 
25, SavileRow, Londen, W.t || iiseram an adranuses Wite'm ara || 30 FLEET STREET, E.C.4 * Contral 6631 
| instan to Secretary, Ward Lock & 

Co., Lid, 6 Chancery Lane, WC? 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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‘CLASSIFIED ADVERTISEMENTS | 
FIRST CLASS 


Situations Vacant: ‘The engagement of persons answering these advertisements must JUNIOR 
with creative ability sound typo oe r ° pay thn bry Sd ya ae Ary atte 
ive ' ‘ 4 Age applicant aged woman ive 
grapical knowledge and experience mah dyed she, =8 _= see ———~ "y 4 th - LAYOUT 
of large technical accounts. Excellent 
prospects 


A.T.A, ADVERTISING LTD. ARTIST 


1 New Bond Street, W.1 


NORTH LONDON TRAVEL BUSINESS E xX C E PT I 0 N A L 0 P PO RT U N | TY ! EVERETTS want a junior 


Opportunity—Young man interested in 
advertising, display, leticring, ek bx 


rience desirable but not essential for a first class layout artist. Ability to 
roerience and ability. ns produce good finished layouts 


experience and ability i i 
Box 4186 Ad. Week y 180 Fleet St BC4 copywriter executive “ae 
COMMERCIAL DESIGNING ARTIST and sound typographica 
with creative ability required in the A leading London Publishing House has a vacancy for a 
Bristol area, in a modern and progres brilli: es re of ab ot a f age 
sive packaging business. Aged between rilliant executive of about 35 years of age. : i 
pp tT a 7 pe The applicant must have a wide and really first-class experi- Write stating age, experience 
Box 4174 Ad. Weekly 180 Fleet St BC4 ence in modern advertising and publicity administration, with 
marked ability to create ideas, make effective use of Market 


MASIUS & FERGUSSON LTD. Research and Statistical data, write “copy” for Press and Mr. K. H. Walter 
eve vecaucy for an experienced Trade Advertising and Promotion Brochures. EVERETTS ADVERTISING LIMITED 


assistant in the Production Depart- The position is of special appeal to one who is ambitious and w.l 
ment. Apply for an appointment to is Secking greater scope for his abilitics in a progressive _10 Hertford Street, W. 
the ne ee © Berkeley house which offers a job of responsibility, carrying with it a 


} 
! 
. - GROave 7 good salary and advancement. | : : , 
— ieee diasioe llc . on -h . . ~ ieee ADVERTISEMENT SPACE SALESMEN 
All correspondence will be handled in strictest confidence. | required for established ~—media—all 
PROGUCTION ASSISTANT (completed Applicants with the above qualifications should write giving oe vy Goset —— nae mg 
I | Se re od Advertis- | essentia Salary s cf i 
eee ies ae ce ae fullest particulars of experience, age and salary required to bonuses and expenses. Phone AMB 
sary Picase write (no ‘phone calls) | 1491 of oie ae Press, 97/99 


knowledge is essential. 


and salary required to 


stating age, education, experience and Box 4167 Advertiser's Weekly, 180 Fleet Ri. London, E.C.4 Praed Street 


salary required to Production Manager, ARTISTS required for figure work and 
Richard Potts & Partners, Ltd, 34/35 gencral pictorial subjects in colour 


High Holborn, London, W.C1 : wane — Commercial experience necessary. Per- 
PRODUCTION ASSISTANT wanted by LETTERING ARTISTS. young, but LONDON SUBURBAN NEWSPAPERS manent position Hours 9-5.30 p.m 
West End Technical Advertising organi- fully experienced ~~ N.W require energetic advertising represent- Pension Scheme. Call with specimens 
sation doimg very high quality colour outer London areca, Wr ative. Write ful'y : Studio Manager, Theatre Publicity Ltd. 
work Applicants should be in. their Box 4162 Ad Weekly 180° Fleet St EC4 Box 4196 Ad. Weekly 180 Ficet St EC4 343 Finchicy Road, Hampstead, 
carly twenties, possessing a working AN UNUSUAL OPPORTUNITY for (Opposite Centra! Library.) 
knowledge of Bock ordering, Typeset Agency (London) visuatiser keen to pro- SMALL LONDON AGENCY requires a 
ting, Maintenance of Schedules and IMPORTANT APPOINTMENT gress Interesting accounts—must have representative Gecd opportunity for 
feeding copy to Journals Production ; real aptitude t dig out sales facts man able to introduce new business 
intelligence and a good memory are of Somewhere—-probably in an copywriting experience. Write giving Full details of experience, salary, etc, 
more importance than agency experi 2 pense re experience, salary, ctc in confidence, to 
ence j Advertising Agency—there is Box 4058 Ad. Weekly 180 Fleet St BC4 Box 4191 Ad. Weekly 180 Fleet St BC4 
Box 4175 Ad. Weekly 180 Fleet St BC4 a man who has just the right FIRST CLASS RETOUCHING ARTISI 
sort of qualifications for this - mechanical subjects, required by 
exceptional type of executive Ce senition 
job: Box 4160 Ad. Weekly 180 Fleet St BC4 


Firs la = a IS THERE A MAN who can write in- 

st Class i. He must be a really good teresting saices and technical copy for 
Ideas Man. Machine Tool! mailing pieces. leaflets, | 

b 6 ie catalogues? If you can prove you can 

T oora her 2. He must be a good visu do this, there is a vacancy with F. J 
aliser and be able to ltd, 359 


Péuerds Euston Road, 
. " NWI EUSton 4681 
write convincing copy. : _ sant 
ith wid . B Copy JUNIOR LAYOUT MAN vequired. Must 
with wide exper ence 3. He has sold advertising have sound typographical knowledge FOR YOUNG 
aa ‘ ) ld have with at least three years’ experience 
space (or Wwou ave 
ee eee working on advertising literature in 
wanted made 1% good space-seller, agency or department. Ample oppor- 
but referred an ‘inside tunity for promotion, five-day week, 
P Pension scheme. Write age, exericnce } MAN AT 


jo ). and salary required, to 
in the Publicity 4. He understands the view- Box 4193 Ad. Weekly 180 Fleet St BC 


: point of space-buyers. 
and Advertising For the right man this is a Experienced 
four-figure job. He will be one 
Department of well- of : 


our key men and work LAYOUT MAN 


immediately under the Manag- 
ing Director, with whom he reauir 
would be in almost daily q ired by a 

contact. West End Agency 
Applications for this ae as Traffic Assistant trainee, 
ment, giving full particulars Must be able to produce : M 
- ee of age, experience, ete., will quick sound aie aes ts preferably with some pre 
WOrk. 9-day . be regarded as strictly con- variety of technical and vious agency experience 


fidential. National accounts, and j 

, r 

Pr... an take them to clients’ rough and wo king knowledge of 
2 standard. He will also production procedure. 


AN UNIQUE OPPORTUNITY occurs assist Studio Manager in Must have completed his 
details of age in ome of Londons Ieaging sommeral | | controlling the work of P 
, s ul t ry ‘ . 
8 catalogue artist who has had first class the creative department. | || National service. Apply in 
experience. 1 remuneration is high, ea : 
experience he job permanent, five-day week under writin to The Traffic 
P 2 ideal conditions. ee omy holiday with a oe please, in — Mana = statin a se ex 
: ay th mmer ‘rite in confidence nce, of age, experien - 
qualifications, salary full partiouiere and salary wanted, to and salar , ole ners are g ’ g 4 4 
Box 4194 Ad. Weekly 180 Fleet St EC4 inf - : perience. 
required to PRODUCTION ASSISTANT wanted by informed of this vacancy. 
q agency in has = He — take Sen 4108 
rt cesponsibility for print production x 
ond lend r hand with press production Advertiser's Weekly 180 Fleet 8t EC4 FOOTE, CONE, & BELDING 
Box 4166 Should know type, paper and printing 


processes thoroughly, and be able to } 27 HILL STREET, W.1 
Advertiser's Weekly 180 Fleet st EC4 assist in planning leaflets, brochures, PRODUCTION MAN capable of hand- | sd 
showcards, displays, etc. Present staff ting Technical Accounts for established 
know af this advertisement Agency. Previous experience essential 
Box 4189 Ad. Weekly 180 Ficet St EC4 Box 4060 Ad. Weckly 180 Ficet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


known London 


Publishing House. 


Interesting and varied 


Excellent prospects. 


Write supplying 
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Marcu 12, 1953 


APPOINTMENTS VACA 


CREATIVE VYISUALLSER. Must be abic 
to produce quick pencu fougos ior 
lo.ders and advertbements and pro- 
duce good finisned layouts, Kaowledge 
ot typograpay and production an 
advantage. for seil-contained Publicity 
Depariment of weil known company 
manulacturing heating and sanitary 
appliances. Offices West End. Write 
giving details ol age, experience and 
salary requucd, to 
Box 4202 Ad. Weekly 180 Fleet Si: BC4 

PRODUCTION. London Agency has 
immediate vacancy tor an expericnced 
production man under thirty, to work 
without supervision On urgent press 
imseruons, State time convenient for 
interview and tull details to 
Box 4203 Ad. Weekly 180 Fieet St EC4 

SKILLED LETTERING, layout and 
general arust required for lately estab- 
lished Art Fea.ures Agency. Excellent 
opportunity and condivons to right 
person. Thomas Leigh & Co., 20/22 

_ High Street, Camberiey, Surrey. 

SECRETARY /SHORTHAND TYPIST 
requred by Managing Director of 
International Advertising Agency. Pre- 
vious advertising agency e¢xpericnce 
essential S-day week, Particulars ol 
experience, age and salary required wo 
Box 4156 Ad. Weekly 180 Ficet St BC4 

ADVERTISEMENT REPRESENTATIVE, 
age 25-30, required by class magazine 
Position offers excellent opportunity tor 
young man of good educatjon with 
initiative, 

Box 4192 Ad, Weekly 180 Fleet St EC4 

YOUNG LADY for checking department 
able to deal efficiently with routine 
work Write giving details of experi- 
ence, age and salary required, to A.P. 
Erwoods Ltd., 211 Piccadilly, W.1. _ 

STUDENT TRAINEE, West End Agency 
has opening tor well educated young 
lady to be trained in all departments 
Box 4204 Ad. Weekly 180 Fieet St EC4 


FIRST CLASS LETTERING ARTIST 
and Designer required, Write Box No. 
a 


COPYWRITER with 
training and advertising 
department experienced for large 
engineering company, North London. 
Able to independently co!lect, sift, and 
write up data for Press advertising, 
cata‘ogues, editorial publicity, exhibi- 
tions, etc., following investigation in 
works and technica! departments, Age 
about 25. Write stating age, education, 
experience and salary required. 

Box 4205 Ad. Weekly 180 Fleet St EC4 


CARLTON 
ARTISTS 


have vacancies for 


EXPERT 
3 LETTERING 
ARTISTS 


EXPERIENCED 
RETOUCHERS 


YOUNG 
GENERAL 
ARTISTS 


with studio experience 


engincering 


Please write, stating 
experience and salary 
required to: 


The Art Director 
Carlton Artists Limited 
38 Portman Square 
London W.! 


DO NOT SEND SPECIMENS 


STRIP SERIAL ARTIST required. Good 
terms offered to 
"Phone Mr. Gilbert, CENtral a 
OUTDOOR ADVERTISING. Medium- 
sized West End Agency secks young 
man with at least 5 years Outdoor cx- 
perience. Write fully 
Box 4103 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


PUBLICATIONS 
MANAGER 


Although, in an agency this post 
calls for the attributes of a man 
who may have spent the major 
part of his life in an advertising 
department, for he will be re- 
quired to manage a sizeable 
organisation producing a very 
large volume of technical and 
consumer literature. He must 
possess real driving force to 
overcome the varied problems 
of such a job, complete with a 
long experience in the writing, 
layout and production of adver- 
tising literature. He will prob- 
ably be at least 35 years of age, 
doing a similar job with a sub- 
stantial salary. The post is a 
pensionable one with very real 
prospects in a medium-size 
rapidly expanding organisation. 
Please write in strict confidence 
with fullest details of experience 
and age to The Secretary 


Box 4198 
Advertiser's Weekly 180 Fleet St EC4 


REQUIRED for busy Agency Studw 
general layout artist accustomed to a 
high standard of finish Previous 
agency experience essential. Please 
telephone first for appointment with 
the Studio Manager, Reid Walker 
Advertising Ltd., CEN 8347. 

SHOWCARD, CUT-OUTS, DISPLAYS. 
Versatile artist capable of taking charge 
of smal| studio designing for printed 
quantity reproduction. Necessary quali- 
fications: previous experience of show- 
cards, etc., ability to produce Slick 
roughs and finished work, including 
lettering and some figure work. An 
excellent opportunity for keen compe- 
tem man to join established progres- 
sive firm 
Box 4201 Ad. Weckly 180 Fleet St EC4 


APPOINTMENTS WANTED 


RELIABLE YOUNG EXECUTIVE. He's 
a young man of good education who 
has spent several years working his way 
up through most departments of some 
g00d agencies collecting a pretty 
wide practical experience of all aspects 
of advertising and publicity, and who 
is now Managing a responsible execu 
tive position with a well-known London 
Agency. To the Director or Executive 
who feels the need for a man with a 
thorough knowledge of advertisement 
and print production, the ability to 
prepare sound selling complete copy 
and “‘scamps,”” a man used to sensible 
client liaison and complete control . 
working quickly and efficiently with a 
commonsense approach then little 
would be lost by an invitation to an 
interview Detailed information with 
excelient references first. if required 
Box 4122 Ad. Weekly 180 Fleet St EC4 


SHORTHAND.-TYPISTIS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Exce! House, Whitcombe Street, W.C.2. 
(WHitehall $924). We specialise in 
efficient personnel. 

STUDENT. Virile mind. able to visualise; 
knowledge layout; high quality copy- 
writing: wishes to join Agency 
develop strong creative aptitude. 
portunity more important than sa ° 
Box 4084 Ad. Weekly 180 Fleet St BC4 

EX-STUDENT, 21, completed 5 years’ 
art aiming and Nationa! Service, secks 
beginner's position in Studio or Agency 
Write P. Thorne, 28 Cloveily Avenue, 
Hendon, N.W.9. 

CAPABLE YOUNG designer with five 
exhibition experience secks job 

i scope, sound working drawings, 

modcis. lettering, etc. Good references 

Box 4182 Ad. Weekly 180 Fieet St EC4 


APPOINTMENTS WANTED 


A.LP.A. (28) secks responsible agency 
post where sound experience and the 
imteligent use of initiative are required 
Box 4179 Ad. Weekly 180 Fleet St bC4 

HIGHLY SUCCESSFUL TRADE Journal 
represeniative, experienced board-levcl 
contacting, deswes change, where carn- 
ings not restricted to £1,500 p.a, Wide 
contacts London and Provinces 
Box 4206 Ad. Weekly 180 Fieet St EC4 


TECHNICAL ACCOUNT 
EXECUTIVE 
Engineering background 7 years. plus 
creative ability; a first class art train 
img and degree; able to wriic 
technical copy and reports. Lively 
ideas. Aged 35, requires position in 
London Agency. Write: 


Box 4200 
Advertiser's Weekly 186 Fleet St EC4 


RELIABLE YOUNG MAN (25) $4 years’ 
agency experience, at present assistant 
to Advertising Manager of arue 
company. Sceks similar position or as 
assistant to Agency Executive. Sound 
knowledge of production, Full details 
on request, 

Box 4207 Ad. Weekly 180 Fleet St BC4 

SPACE BUYER. Young, well-known, 
with sound experience, seeks progres- 
sive appointment. 

Box 4208 Ad. Weekly 180 Fleet St EC4 

HONOURS GRADUATE — experienced 
market rescarch executive, applied 
economic research, statistics, secks post 
with prospects advertising, marketing 
or research, where statistics are only a 
subsidiary activity, 

Box 4209 Ad. Weekly 180 Fleet St EC4 

COMMERCIAL photographer, 25, requires 
Position, expericnce in journalism, ad- 
verusing and 3-D colour photography 
Box 4180 Ad. Weekly 180 Fieet St EC4 

LAYOUT-COPYWRITER technica! trade 
Press advertising, catalogues, etc. Com 
petent and accurate typography bx 
Perienced, good education, sales and 
technical background. Prefers radiv/ 
electronics 
Box 4181 Ad. Weekly 180 Fleet St EC4 

‘OP YWRITER (28) desires change. 12 
years creative and contact experience on 
national and technical accounts 
Box 4178 Ad. Weekly 180 Fleet St FC4 


FREE LANCE SERVICES 


SKETCHES & SUGGESTIONS required 
for Greeting Cards, modern in appear- 
ance and exclusive in conception. 
Lithographic process will be used. 
WALSALL LITHOGRAPHIC 
LID., Midland Road, Walsall. 

BOOKLETS designed and written by 
expert. Prompt attention 
Box 4211 Ad. Weckly 180 Fleet St BC4 

ARTISTS’ AGENTS invite  Hlustrators 
and Designers to submit first class 
specimens suitable advertising and dis- 
play features, brochures, greetings 
cards, cartoons, children's books, etc., 
for inciusion in files Photoprints if 
possibl Thomas Leigh & Co., 20/22 
High Street, Cambericy, Surrey 

ARTISE FREELANCE. Experienced 
figure, lettering, retouching, colour and 
black and white 
Box 4184 Ad. Weekly 180 Pleet St EC4 


BUSINESS OPPORTUNITIES 


SUBSTANTIAL INTEREST required in 
recognised agency. Write in contidence 
to 
Box 4177 Ad Weekly 180 Fleet St ECA 

BALLOONS specially imprinted for all 
advertis. ng purposes, prices and sa nples 
On application Surrey Rubber Co., 
Ltd. (Dept, A.W.), Ashtead, Surrey. 

ADVERTISEMENT CONTRACTORS 

ive you joined your own Ass ation 
founded to further your professional 
interests and encourage better business 
relationships? Enquiries to Secretary, 
c/o 42 Maiden Lane. London. WC? 

FOR SALE. Well-established Showcard 
mounting company (tin back) 

Box 4127 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


PHOTOGRAPHIC ENLARGEMENTS. 
Specialist Company, equipped tor large 
scale production offers gencrous Con 
tract Rates to large users 
Box 4176 Ad. Weekly 180 Ficet St EC4 


ACCOMMODATION 


DESK SERVICE available with tciephoae 
in Fleet Street, 30/- per week, 
Box 4130 Ad. Weekly 180 Fleet St BC4 
ARTIST offered desk space. casant 
studio, Use of tclephone. Terms ar- 
ranged P.M.S. STUDIO, 64, Mill 
Bank, S.W.1 


SALES AND WANTS - 


CLASS MAGAZINE, well supported by 
national advertisers and agents, for 


sale, 
Box 4212 Ad. Weekly 180 Ficet St BC4 


TENDERS 


PUSILE SITES 
The Cleansing Committee of the 
Manchester Corporation invite Offers from 
Bill Posting Companies OR AGENTS tor 
the lease of the two undermentioned 
Poster Advertising Stations which are at 
present cleag of boards: 

Space for 24 advertisement boards on 
boundary wall of the Cilcansing 
Depot, Water Street and Regent 
Road, Manchester, 3. 

Space for 19 advertisement boards on 
boundary wall of the Cleansing 
Depot, 221-229 Oldham Road, Man- 
chester, 10 

Particulars, Plans, and Form of Tender 

obtainable from the Director of Public 
Cleansing. Town Hall, Mane . oe 
lenders to be received at such address 
not later than 10 am, on April 9, 1953. 
The Corporation do not bind themselves 
to accept the highest or any offer 
PHILIP B. DINGLE, 
Town Clerk. 
Town Hall, 
Manchester, 2. 


MISCELLANEOUS 


COPIES OF ‘“‘Salcsmanship and Adver- 
tising”” by John Newcomb wanted 
State condition and price 
Box 4183 Ad. Weekly 180 Fleet St BC4 

For Designers and Lettering Artists — 
Ihe STUDIO BOOK OF ALPHABETS 

a handy reference book of 67 com- 
plete typeset and hand drawn alpha- 
bets from Roman to script 
and numerals included, 45s 
all good booksellers, published by The 
Sone Lid., 66 Chandos Place, London, 


DEBTS coliected throughout Britain. No 
teult—no commission:—Brilegal (Ea 
tablished 1919), 80 Leeds oad 
Bradford 

PRINTERS AND PAPER Merchants, 
close to City, turnover £26,000, are 
open to fresh capital intake Proposals 
considered. Strictest confidence 
Box 4185. Ad. Weekly 180 Fleet St BC4 


PRINTERS 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed sutomatics. 

eful supervision. Ask for prices, 


SUTTONS Printers 
Paignton Tel. 5542 


PRINTING COMMISSION You can 
carn a regular and profitable agent's 
commission for all printing orders you 
assist us to obtain from reputable Ad- 
vertising Agents and Industrial Organi- 
sations. Every assistance given. Write. 
call or telephone the Managing Direc- 
tor, G. F. Tomkin Ltd., Modern and 
reliable printers, 501/5 Grove Green 
Road, London, E11 Telephone 

LEYtonstone 7396/1164/1165. 


20°, COMMISSION 


will be paid promptly for the intro- 
duction of new business —and on 
subsequent orders—by a well- 
established London commercial 
photographer. Write 


Box 4169 
Advertiser's Weekly 180 Fleet 81 EC4 


A SERVICE 
TO AGENTS AND THE TRADE 
By Wm. Carling & Co., Ltd, Hitchin 
Periodical, colour and general print 
ing by a modern plant producing 
FIRST CLASS WORK 
Our London Office Executives are at 
your service 
27 Abbey House, Victoria St., 8.W.1 
Phone ABBey 1609 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Are you missing 3 
Thousands of 
free sites 


at point- 


caceres 


Catch her eye with your message 


just when she is about to buy !No wonder so many leading advertisers 


use Redfern Advertising Rubber Mats as the essential ‘reminder med- 


ium’ in their advertising campaign. These mats are welcomed by traders 


as useful furnishings for the shop—that’s why such valuable sites are so 


freely and gladly given. Colourful, permanent and hardwearing, Redfern 


Advertising Mats can incorporate any trade-name, 


mark or slogan in a variety of colours. 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


Write for this folder containing details of 
our permanent point-of-sale advertising 
medium. It could carry a message for you, 


REDFE RN 


ADVERTISING RUBBER MATS 


REDFERN'S RUBBE 
NATIONAL ADVERTISERS’ 


I.P.310 : 


R woRru«s LimMmiteo 
DIVISION - HYDE + CHESHIRE 


Artiur Upton Service 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, Londo 


THURSDAY, Marcu 12, 1953 


— STOP PRESS — 


‘DYNAMIC PUBLICITY’ URGED FOR 
SILK SCREEN PRINTING 


H. Ashford Down, president, Dis- 
play Producers and Screen Printers 
Association, thinks that members 
are too obsessed with technical 
aspects of their craft and fail sadly 
in publicising their industry. 

In message to members he states 
that Coronation year provides 
unique opportunity to publicise the 
industry and urges members to try 
to sell their highly skilled technical 
services to more national advertisers 
and industrial users of silk screen 
printing. 

“We must have a dynamic pro- 
gramme in 1953 for more and more 
publicity for silk screen printing,” 
he said, and urged members to set 
aside specimens for next autumn’s 
screen process competitions “to put 
up a brave show of first-class speci- 
mens as an example of what Britain 
has achieved.” 


ELECTROLUX PLAN 
PROMOTION WEEK 


Electrolux planning large scale 
promotion week beginning April 20 
for their new LHIS0 refrigerator. 
In addition to national and provin- 
cial press ads., window display com- 
petition will be held. Showcards, 
leaflets, and other point of sale 
material will be distributed. Blocks 
featuring new model will be avail- 
able to retailers for local press ads. 
Agents—G. S. Royds. 


THREE NEW ‘OLD BEN’ 
PENSIONS 


Three new proprietory pensions 
are to be set up by “Old Ben” 
(Newsvendors Benevolent & Provi- 
dent Institution) it was decided at 
annual meeting on Tuesday. 

Maurice Joslin, managing direc- 
tor and editor, “National News- 
agent” is chairman-elect of com- 
mittee of management and A. T. 
Chipperfield, director and circula- 
tion manager, “Sporting Record,” 


| is vice-chairman elect. Their elec- 


tion is expected to be confirmed on 
Tuesday. 

Lord Burnham, president, referred 
to splendid work of last year’s 
Festival chairman, Hon. Lionel 
Berry, whose appeal achieved post- 
war record of £5,753. Kemsley 
Newspapers sponsored souvenir 
programme for concert which raised 


| all-time record of £7,889. 


Lord Burnham also praised many 
voluntary helpers and staff and 
spoke of very economical running 
of “Old Ben.” 

The three pensions are named 
after Hon. Lionel Berry; Harry 
Ebden, circulation manager, Mlus- 
trated Newspapers, for excellent 
work done over many years; and 
Richard Haynes, chairman, 1952-3, 
committee of management, under 
whom “Old Ben” achieved its 
second highest income. 


In addition to 3,000 qualified 
architects who were mailed in con- 
nection with “News Chronicle” 
Architectural Competition for the 
design of dwelling houses, more 
than 1,500 other architects have now 


' asked for particulars of the com- 


petition. 


PEARCE JOINS 
C.P.V. BOARD 


(See page 469) 

New CPV director, John Pearce, 
became joint general manager for 
Hulton’s in 1947 at the age of 34, 
and a director the following year. 

Before joining Hulton’s he was 
with Condé Nast. 

During war he served in army, 
rising to the rank of Lt.-Col., and 
was at the War Office. 


FIRST POST-WAR AD. 
SPREAD IN ‘STANDARD’ 


“Evening Standard” ran first post- 
war double-page spread ad. yester- 
day (Wednesday) when whole-page 
display ad. for Pye television was 
linked with full page of classifieds 
listing 657 Pye dealers in “Standard” 
circulation area. 

When Pye booked whole page, 
A. R. Ostine, “Standard” classified 
ad. manager and staff contacted Pye 
dealers with view to link-up and 
had “wonderful response.” 

The ads. were carried at normal 
classified rate of 15s. a line. 

Pye display ad. was placed by 
Arks Publicity as part of record TV 
campaign. 


NEW ACCOUNTS 


New accounts for D. H. 
Brocklesby Ltd. are Cox Brothers 
& Co. (Derby), paint and lead 
manufacturers. Extensive campaigns 
being launched in trade press and 
later provincial press); Frank 
Waring, London distributors of 
“Keliant” 3-Wheelers (local press, 
trade journals). 


Council of Newspaper Society 
yesterday (Wednesday) approved 
draft constitution of the Press 
Council. N.P.A. have also approved 


In April “The Studio” will publish 
its Diamond Jubilee issue. It will 
have 26 pages of advertisements and 
nearly 50 pages of editorial. 


Net sale of the “Daily Ex e 
during February was 4. 556 
copies a day. 


Early spring number of “The 
Tatler” published this week with 
full colour cover and 76 pages. 


Playfair Books publishing new 
quarterly journal “Modern Athlete.” 
Incorporating official coaching 
bulletin of Amateur Athletic Asso- 
ciation it sells at Is. 


EC4. (Phone: Chancery 8844 ) 


March 12, 1953. Princed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment, 


a , 4 4 be i ; , — P i ame nF, 4 ies <i oh eae eos eee GE 7 By ro = tae Ce a: a: ™ 
ane a ee FD 
. Fe a. 
eS ee i. 
ee 
‘ m8 
. -% . 
24, ? | SSUES 4 
* : 
/ og 
me Ce or 
o x 3 , 
‘ fies 
oo NG - 
a me fi 'e | ~~ 
“ . | : 
- : 
: _ re 3 - | ~ , 
eS 
# % ; | aes a 
a ae 
of-sale fa — | 4 
ores | : 
; ‘Zo § 
mit . : De bei 
gladly Mime — as 
fo ~ = wi 
3 aie (a yy 
given! - x | ee od o . Po Y of 
; = ea 2-3-2 FB e 
& i > eee ae 
ed a a “4 “ Sey Ve ; — = “ 
a: te L ' Pies “oe . 4 54. 
™ , eS SST = na or = 
srs i ti ‘eh Tae rt 2 
ae Bie Age, hele oad. 
 — Sr  Nebpedeey aye 
7 ee , Aes ae ~~ = es 
, wee % 4 . se Me oa 
Pea 4 er oe: he af 
Bed ne 32 5 _ i ie 5, an +3 | ak 
ae A. , oh Ree m ae | 
a: weld ee Wits fo? Seren | B % 
a - i ale ae tthe ah Sy é J ‘at | > a 
es ee ye 
t q it ee N ce q ee a : 
pe i ee La F 
SS FT . : — 
. >a aa aap *2 a Po secant all 
at ee 4 . : j Bh 
ws ewe as * i ss 
aa mane a 
i 22 at) 
‘ a le 
: Bog ay 
ie oS 
enema | 
5 OR 
| i eeeeeeerr—“‘i‘CNCNCSCSCS:C(‘ RX bes, 
| : 
| Z 
¥ } 
ee - e 
1 i at 
‘ | 
: | t. 5 
| i eeeeeeeer—“tiCSCSCSCSCSCSCSCSCSCSCSCsts ie 
a | en oe 
‘ - | eee Race, 
is | Pe a 
. “a | 2 
oe ar 
\  * 
N | wae 
| 4 7 ye 
, | gas) iii 
Am 
| 7 zx 
Pc a i IARI i I a a © 
: . treat 
a 
ee a 
oy 
a 
| : - 2 
ma — 
. a Pd ‘2 
Sl a » 
a — 
@ ; : : 
- er ee Set ae a aes, -— Le 0 Te Bee Sp ta Pas > a og 7 aoe 


